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Roush Proofs 


If you thought that people 
Pleasantville, N. Y., didn’t aimee 
vhat the word “advertising” means, 
you probably were surprised to hear 
that the Spanish edition of Reader’s 


‘ial enterprises to buy space. 
*¢ 9 


Elliott Roosevelt signs _ with 
\SCAP and says he’s afraid of com- 
petition with independent business. 
Maybe somebody could persuade 
Flliott to repeat his comments to 
papa. 

v v v 


After reading Variety's eloquent 
tribute to ASCAP as the oppressed 
victim of broadcasters and adver- 
tisers, you learn with something of 
a shock that Tinpan Alley is already 
collecting a trifling tribute of $5,- 
000,000 a year. 


v v v 


Radio affiliates tell the FCC that 
their relations with the networks 
are a family matter. This is a_ pri- 
vate fight, with no invitations issued 
to outsiders. 

v ’ v 


Young & Rubicam says the woman 
under the hat is more important 
than the hat. That's probably true, 
but it’s an idea you’d have a hard 
time selling to milliners and their 
customers. 

v v v 

There are more different kinds of 
chewing gum with medicinal attach- 
ments than you can shake a stick at, 
but Wrigley still seems to get most 
of the business 


v v v 


In spite of intimations from the 
Dominion that restrictions will be 
put on the commercial use of pic- 
tures of the Royal Canadian 
mounted, advertisers who like the 
red-coated policeman still hope to 
get their man. 

v v v 


The Gallup poll shows that Will- 
kie leads in the popular vote in the 
states that will swing the presi- 
dential election. And unfortunately 
for Mr. Roosevelt, the methods used 
were not those of the Literary Di- 
gest. 

v v v 


A report in ApDVERTISING AGE re- 
fers to “the yeast of sales promotion 
enterprise” now working in the 
piano trade. But didn’t the brewers 
have that idea copyrighted? 

’ v v 


With Roosevelt and Willkie mak- 
g their speeches of acceptance in 
wa and Indiana, respectively, the 
rmers in the corn-hog region can't 
blamed for feeling that it’s up 
them to bring home the bacon 


v v v 


Gladys the beautiful receptionist 
s she supposes excess profits 

taxes are all right, but she never 
ought the government would 
mit it was collecting too much 
ney already 


v v v 


slessed are the peacemakers, but 
when the scrappers are all ready 
nter the ring, reflects Charles A 
dbergh as he examines the 
kbats which have just bounced 


his brow 


iyway, nobody is. suggesting 
America is attacked a 
ion men will spring to arms be- 


en dawn and sunset 


In Case 


Copy Cus 


Lord & Thomas 
» Appointed for 


Dairy Campaign 


Digest will permit sordid commer- | 


Elimination Method 
Used by Committee in 
Charge 


St. Paul, Aug. 7.—Selection of 
Lord & Thomas to handle the 
$250,000 advertising campaign of 
the American Dairy Association 
was announced by the executive 
committee following a 12-hour ses- 
sion yesterday. The committee also 
reported that newspapers have been 
added to the schedule and will be 
used with radio in an _ intensive 
campaign in selected markets. John 
F. Whedon, executive vice-presi- 
dent of the Chicago agency, will 
act as account executive 


Big Future Seen 


The campaign will begin Oct. 1 
and run six months, by which time 
the $250,000 already appropriated 
will have been spent. It is predicted, 
however, that many more states will 
have joined the five now putting up 
the money, and that the campaign 
will not only become a year-round 
affair, but that it will compare 
favorably in size with any coopera- 
tive effort in advertising history. It 
was this prospect which caused 


‘more than 50 agencies to make 


presentations. The number’ was 
narrowed to four recently and Lord 
& Thomas emerged as victor from 
this quartet. 

While the executive committee of 
12 members devoted two hours or 
more to the final presentations of 
each of the four agencies, it is 
reported that the work of Lord & 
Thomas for California Fruit Grow- 
ers Exchange was the factor which 
caused its ultimate selection 

Three ballots were necessary to 
reach this verdict. On the first, 
each member of the committee was 
given three votes. When they were 
tabulated, it was found that Camp- 
bell-Mithun, Inc., of Minneapolis, 
had been eliminated. 

Each judge cast two votes on the 
second ballot, which saw J. Walte: 
Thompson Company drop out of the 
contest. The final ballot, in which 
each committeeman cast only one 
vote, witnessed the elimination of 
Young & Rubicam, hence the auto- 
matic selection of Lord & Thomas. 

Butter, ice cream, cheese and 
milk will receive joint and possibly 
equal mention in the new campaign, 
Which is being financed by dairy 
producers of Wisconsin, lowa, Min- 
nesota, Washington and Montana 
Owen Richards, of the National 
Dairy Council, Chicago, will act as 
liaison between the agency and the 
various committees of the American 
Dairy Association 

The dairy campaign is unusual 
because the producers selected the 
medium and told agencies to build 
their presentations around radio 
The representative of an important 
newspaper was given a hearing and 
as a result the committee decided 
that newspapers should also be used 


DIRECTORY OF FEATURES 


Ad-libbing 12 
Basic Business Index 28 
Editorials 12 
Getting Personal 24 
Information for Advertisers 12 
Magazine Linage 22 
Obituaries 25 
Photographic Review 3! 
Rough Proofs | 
Voice of the Advertiser 18 


10 Cents a Copy, $2 a Year 


GOODYEAR BLIMP WRECKED ON MAIDEN VOYAGE 


The Goodyear blimp with which Canada 
Dry Ginger Ale undertook to introduce 
its new Spur line of drinks, met disaster 
near Quincy, Mass., on its first trip 
under its new sponsorship. Boston Rec 


ord-American photo. 


MESHIe OF PRATIONS 
a -_ 


a 9 


< 

—< 

Se —— 
—— 


a é 


Own, Nation's Problems 
Weld NAB into Unity 


Turns Stern Face to 
Foes of Country and 
of Advertising 


‘Spur’ Blimp 
Loses Battle 
with Elements 


San Fraicisco. Aug. 8.—Con- a Set ae 2 in 
ance hic 
founding prophets of doom who '™ poe - -~ ath 0s 
had predicted internal dissension WS 9€!NB Use 7 eee St 
in the ranks of the radio indus- Ginger Ale, Inc., to introduce its 
try over such matters as the music |>PU" line of beverages, sustained 
situation, the broadcast code, and Severe damage after it had been 
the administrative officers of the “Sed only two days in this area. A 
organization, the National Associ- sudden wind and electrical storm 
ation of Broadcasters last night SWooped down on it at the Denni- 
completed its 18th annual conven- 5°” airport in Squantum and 
tion in an atmosphere of harmony though the crew quickly discharged 
warranting the appellation, “love $8,000 worth of helium, the tem- 
feast.” porary mooring mast was _ insuffi- 
Apparently taking cognizance of cient to hold the craft in the 75-mile 
rumors that Neville Miller, NAB 8ale. : 
president, was in disfavor with a Had the craft returned to the field 
substantial portion of the member- ®n hour earlier, according to plans, 
ship, the new NAB board made a @ tragic parallel with the Graf 
point of taking up Mr. Miller's Zeppelin might have been written 
present contract, which had one The analogy was heightened by the 
more year to run, and substituting presence of a special events staff 
for it a new two-year contract at from Station WBZ, Boston, at the 
“a substantial increase in his an- field in anticipation of an evening 
nual salary, effective immediately.” broadcast from the dirigible 


By 8S. R. BERNSTEIN 
Quincy, 
Goodyear 


This step was announced as “the Canada Dry officials and the 
first act of the newly elected board blimp crew were undaunted by the 
of directors.” setback. The former said that the 
The meeting, which attracted 661 campaign will be resumed in a few 
(Continued on Page 29) weeks 


Last Minute News Flashes 


Jackson Elected Vice-President of Time, Inc. 

New York, Aug. 9.—Charles Douglas Jackson, who has been assist- 
ant vice-president, today was elected vice-president of Time, Inc. He 
vill continue as general manager of Life 


5 Crown Wheelock’s First Liquor Account 

New York, Aug. 9.—The reshuffling of Seagram Distille 
ing accounts completed its first phase today with appointment of Ward 
Wheelock Company as agency for Seagram 5 Crown. Warwick & Legl 
will retain Kessler’s whisky and disposition of other accounts will be 
decided within ten days Wheelock has never before served a liquor 
advertise1 


advertis 


Nash to Re-enter Popular Price Field 

Detroit, Aug. 9.—George W. Mason, president, today 
reports that Nash-Kelvinator Corporation is preparing a car for sale in 
the Ford, Chevrolet and Plymouth price cla It will be larger than 
any of its rivals. W. A. Blees, general sales 
vigorous campaign to expand distribution 


contirmed 


manager, has launched a 


Ivey & Ellington Gets Kasko Distillers 

Philadelphia, Aug. 9.—Kasko Distillers Products Corporation ha 
announced the appointment of Ive & Ellington to handle its 
dvertising program 


complete 


ASCAP Overtures 
Meet Rebuff 
by Broadcasters 


Convention Turns Deaf 
Ear to Pleas and 
Charges 


ON RADIO FRONT 


Page 

Broadcasters Rebuff ASCAP | 

NAB Welded Into Unity l 
Station Managers Vote on 

Programs 4 
Merchandising Burden 


Heavy 5 
Code Ends Censorship Threat 6 
Time Buyer Looks at Radio 7 
“No Censorship” Says Radio 

Chairman 9 
IRNA Claims Station Breaks 10 
Singin’ Sam Helps Home 

Sales ll 
Natl. Spot by Product Groups 14 
$100,000 Bracket Gets 23 Re- 


cruits 14 
Short Spots Do Job for 
Luckies 16 


NAB Adopts Unit System 19 
Leading Lady Delivers Com- 
mercial 22 
K. Carpenter With Radio 
Paper 24 
Sports Broadcasts Buiid Gas 
Sales 26 
Home Record Price Slashed 27 
New Service Starts in Sept. 28 


San Francisco, Aug. 6. — The 
knock - down - and - drag-out fight 
over the music copyright situation 
which had been anticipated and 
almost welcomed by broadcasters 
attending the annual convention of 
the National Association of Broad- 
casters here today failed to ma- 
terialize. The failure was due not 
to any move by substantial units in 
the industry to back down from 
their stand of unbending opposition 
to the new ASCAP contract and 
wholehearted support for Broadcast 
Music, Inc., the industry’s newly or- 
ganized music pool, but rather to a 
unanimity of sentiment among NAB 
members which seemed to surprise 
and please even the most ardent 
workers in the BMI cause 

Without a dissenting voice the 
convention adopted three resolu- 
tions on the subject, the first pledg- 
ing its enthusiastic support to BMI 
as a continuing operation and its 
continued firm opposition to the de- 
mands of “the music monopoly.” 
The second was a motion that the 
convention go on record as equally 
wholeheartedly approving all of the 
actions of the directors of BMI, and 
the third was a resolution to the 
effect that the NAB pledges its con- 
tinued support to the Justice De- 
partment in its”) anti-trust — suit 
against ASCAP, and urges the press- 
ing of that sult as rapidly as pos- 
ible 


Positions Are Transposed 


Two efforts of the American So- 
ciety of Composers, Authors and 
Publishers to change the course of 
events met with raucous laughter 
and derisive comments, along with 
the observation that it was interest- 


ing to note that whereas the NAB 


was in the position of begging fav- 


ors from ASCAP a year ago, before 


the inauguration of Broadcast 
Music, Inc., the shoe is now on the 
other foot 

The first ASCAP approach to the 
assembled NAB membership blos- 
omed yesterday morning, when 
every registered delegate was the 
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August 12, 1949 


recipient of a telegram signed by the 
organization which said: 


“It is urgently suggested that be- | 


fore the present issue as between 
ASCAP and the chains reaches a 
stage which may seriously interfere 
with development of the radio in- 
dustry and with independent sta- 
tion operations there should be an 
open discussion and forum for the 
information of all concerned. 
ASCAP is entirely willing and in 
fact solicits an opportunity to par- 
ticipate in such a discussion. 

“We made a previous suggestion 
to this effect addressed to President 
Miller who advised us that program 
as scheduled left no time to fit such 
a matter in. We therefore address 
this telegram to each delegate reg- 
istered in the hope that from the 
floor there may come the request 
that the network representatives 
present participate with the inde- 
pendents and ASCAP representa- 
tives in a frank, free and open dis- 
cussion of the whole subject. You 
may reach us by telephone or tele- 
gram addressed to our San Fran- 
cisco office.” 

Charge Net Domination 

The second communication con- 
ventioneers received from ASCAP 
was a copy of a nine-page letter 
dated Aug. 1, and addressed “To 


All Advertisers,” which they found 
|in their mailboxes this morning. 

This letter, directed to both ad- 
vertisers and agencies as a result 
of letters on the subject of music 
recently sent out by NBC and CBS, 
recited the long history of the 
broadcast-music controversy, assert- 
ing incidentally that the National 
Association of Broadcasters was, has 
been and “is now a creature of the 
networks,” and declared that agen- 
cies, advertisers, stations and net- 
works alike might find themselves 
open to a charge of boycott should 
they discontinue the playing of all 
ASCAP tunes at the end of the 
year. 

“May we point out,” the letter, 
signed by President Gene Buck, 
said, “that Broadcast Music, Inc., 
which the networks announce will 
be made use of as their principal 
instrumentality through which an 
adequate supply of music will be 
i\made available after the above an- 
nounced boycott of ASCAP music 
is put into effect, is the wholly 
owned creature of the broadcast- 
‘ers, and that a majority of its stock 
| is owned by the two networks.” 
(This assertion was denied from 
the floor, officers of BMI asserting 
that only 20 per cent of the stock is 
held by the networks.) 


“ASCAP is not in the slightest 


concerned at these bombastic edicts 
being presently issued by the two 
ichains,” the letter continued, “in 
‘which it is very noticeable that the 
‘overwhelming majority of inde- 


pendent and individual stations do | 


not join. It is apparent that the 
chains, drunk with power, assum- 
ing to speak for the independents, 
intend to dictate what copy an 
agency will use in the space it buys 
on the blank white pages of radio. 

“When this issue is joined, neither 


the performing artists nor the ad- | 


vertising agencies will permit them- 
selves to be made cats-paws, 
their reputations and advertising 


copy to be thus harmed and emascu- 
lated, by the dictation of the in- | 
if they | 


terests who would thus, 
could, destroy ASCAP, even though 
radio was ruined in the process of 
doing it. 


Advertiser Is Supreme 


“We are amazed at the manifesta- 
tion of a degree of censorious con- 
ceit such as would prompt these two 
great and overpowering radio 
groups to believe for a moment that 
they are going to tell Damrosch, 
Whiteman, Waring, Lombardo or 
Black what music to play. By what 
process of loose reasoning do these 


or | 


FIFTH OF A SERIES PRESENTING THE MEN WHO MAKE FREE & PETERS SERVICE 


Two years, Kansas State Ag- 
ricultural College 
Two years, Lincoln (Neb.) Star 


One year, Omaha  (Neb.) 
World Herald 
Three years, radio wholesal- 
ing (partner) 
Seven years, Omaha (Neb.) 
Bee News 
Free & Peters (Chicago 


Office) since Jan., 1938 


Cheese it, 
fellows—it’s 
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J. W. KNODEL! 


What Bill Knodel knows about merchandising would fill a book 
has filled more order books, for more kinds of merchandise, than 
the complete works of almost any other advertising salesman in this 


country. And selling goods through spot radio is Bill's favorite dish. 


For spot broadcasting is the one radio system by which the adver 


tising manager can allocate money 
sales manager allocates salesmen. 
which he can help build sales with 
profit. . 


and effort as intelligently as the 
Thus it is the one system by 
least expense, and with greatest 


. With spot radio, he is not forced to spend money in one 


rigid list of stations, nor to use any set hour or program which may 


not be favorable in certain time zones or communities. 


.. With spot 


radio, he can put his radio effort exactly where he needs it, at the 


best hour for that particular spot. 


He can use the one program idea, 


the one kind of talent that seems most fitting for each individual 


market. 


Bill Knodel and every one of our other thirteen good men is an 


expert on spot broadcasting, and on the twenty-four important mar- 
kets listed at the right. His job is not to “sell” you. It’s to give you 
the dope on which you can make intelligent purchases. That's the 
way we work, in this group of pioneer radio station representatives. 


FREE & PETERS. INC. 


Pioneer Radio Station 


Simce May, 1932 


EXCLUSIVE 
REPRESENTATIVES: 
WGR-WKBW UFFALO 

» WCKY err CINCINNATI 
WDAY .. FARGO 

» wowo-wG6L FT. WAYNE 

» KMBC KANSAS CITY 

; WAVE TT UISVILLE 

. WTCN MINNEAPOLIS-ST. PAUL 
wMBDdD Saenees PEORIA 

' KSD ... 8ST. LOUIS 
. 4 . METTTELELILEPT Ee SYRACUSE 

.. 1OWA... 
wHo DES MOINES 
woc .. DAVENPORT 
KMA SHENANDOAH 

... SOUTHEAST... 

_ wesc CHARLESTON 
wis . COLUMBIA 
WwPertr RALEIGH 
woes) ROANOKE 


--.- SOUTHWEST... 


sors 


KGKO FT. WORTH-DALLAS 
KOMA OKLAHOMA CITY 
KTUL TULSA 


.«.PACIFIC COAST... 


KECA LOS ANGELES 
KOIN-KALE PORT! AND 
KROW OAKLAND-SAN FRANCISCO 


SEATTLE 


Representatives 


Edgar Kobak, vice-president in charge 
Don E. Gilman, vice-president in charge of the Western Division (third from 
left), jointly announced in Hollywood, appointment of Sydney Dixon as sales 
manager for the Coast Red network and Tracy Moore (right) as Coast Blue 


network sales manager. 


DIXON, MOORE PROMOTED BY NBC 


of NBC Blue network sales (left) and 


Mr. Dixon has been Western sales manager for two 
years, while Mr. Moore has been in the sales department for many years. 


jradio rajahs deduce that they will 
\tell Lucky Strike, Cities Service, 
Maxwell House coffee, or their ad- 
vertising agencies, who have pur- 
chased ‘time on the air,’ of what 
musical content their programs shall 
be made? ... 

“Of course, it is all an absurdity 

. ASCAP music will be on the 
air just as frequently as it is now, 
when every man who is presently 
discussing this controversy has be- 
come forgotten dust. 

“In the meantime, great harm 
may be done. It will be interest- 
‘ing to observe the development of 
this controversy. Assuming the gov- 
‘ernment is as interested in alleged 
violations of the law by others as by 
ASCAP, what will it think of a con- 
spiracy by the broadcasters, adver- 
|tising agencies, and _ performing 
\artists, in a concerted action to boy- 
|cott the music of the ASCAP reper- 
toire? We think the government 
may be intensely interested to note 
this effort to prohibit the perform- 
ance of such music. 


Legal Action Indicated 


“If the effort should by some fan- 


|tastic process become successful, we | 


|\imagine damages will lie against 
| those responsible in sums that will 
\far transcend any which they ever 
;would have paid for performing 
lrights fees. Let every thinking 
'man in a position of responsibility 
|carefully consider the possible ulti- 
|mate result of a complete and un- 
| qualified success if the orders of 
|/NBC and CBS are carried out by 
artists, advertising agencies, etc.” 
“We invite any advertising agency 
irepresentative, and all performing 
artists and orchestra leaders,” the 
letter concluded, “to bring to our 
attention each and every instance 
in which any pressure whatever is 
brought to bear upon them that 
might deprive them of complete 
freedom to choose, according to 
their artistic or commercial judg- 
ment, the music best suited to their 
particular use or purpose. All in- 
formation thus received will be held 
in strict and inviolable confidence.” 
A bright picture of the future of 
BMI was presented to the meeting 
by Carl Haverlin, stations relations 
director, Merritt E. Tompkins, gen- 


jeral manager, Sydney M. Kaye, 
| 


vice-president, and Neville Miller, 
president of BMI. 

There is no longer any question 
of unity on the matter of BMI, Mr. 
Haverlin reported. Coming to the 
convention with a membership rep- 
resenting 77 per cent of the annual 
fees paid ASCAP by the broadcast- 
ing industry, BMI additions since 
the meeting began have raised this 
total to 81 per cent, he said. Twenty- 
five stations, including four in the 
Don Lee group, signed up at the 
convention, bringing the total num- 
ber of station signatories to 336, or 
approximately 46 per cent of all 
stations in the country. 

BMI now has a staff of 104 and is 
busily engaged in every phase of the 
music industry, expecting to have 
25,000 titles available for use by 
members by the middle of October. 

The meeting was enlivened by 
numerous speeches in which ASCAP 
/was raked over the coals, a second- 
ary object of the broadcasters’ 
wrath appearing to be Variety, 
which distributed copies of a special 
ASCAP issue to the broadcasters 
yesterday. 


Mutual Joins Parade 


Unanimity among the delegates 
lreached its height when Theodore 
iC. Streibert, vice-president of Mu- 
tual, announced that WOR, New 
‘York, will continue its affiliation 
\with BMI and will not sign a re- 
‘newal with ASCAP, and that the 
143 Mutual stations are immedi- 
ately being notified that key sta- 
tions of that network will not have 
ASCAP licenses after Jan. 1 and 
therefore will be unable to broad- 
cast ASCAP music on their own 
programs, or to transmit it on pro- 
grams originating elsewhere. Im- 
mediately following this talk, it was 
revealed that while BMI’s present 
board of seven cannot immediately 
be enlarged to include a Mutual! 
representative, the board has unani- 
/mously invited Mr. Streibert to sit 
in on all meetings. 

The meeting came to a conclusion 
with the introduction by Samue! 
Rosenbaum, WFIL, Philadelphia 
and passage by a unanimous risin: 
vote of a resolution declaring tha’! 
the association unanimously ex 
presses full confidence in its presi 
dent, Neville Miller. 


Chkcage: 180 N. Michigan 


Franklin 6373 Plaza 5-4131 


New York: £47 Park Dewsit: New Center Bldg. 


Trinity 2-8444 Sutter 4353 


San Francises: 111 Sutter (Les Angeles: 45@ S. Grand Atlanta: :¢? Palmer Bldg. 


Vandike 0569 Main 5667 
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By —3, READERS ang nd ADVERTISERS> 


Readers “Write Specifications” for Each Issue of INSTITUTIONS Magazine 


EADERS of INSTITUTIONS Magazine, together with equipment manufacturers 
in the institutional field, have built and are continuing to build this publication. 
Readers not only write specifications for the equipment and supplies they use in 


Among the ADVERTISERS » » » 


Acme Asbestos Covering & 
Flooring Co. 

Air-Maze Corp. 

All-Steel-Equip Co., Inc. 

Aluminum Cooking Utensil 
Co. 

American Laundry Machin- 
ery Co., The 

American Mat Corp. 

American Seating 

American Stove Co. 

Ampro Corp. 

Anetsberger Bros. 

Angelica Jacket Co. 

Anstice & Co., Inc., Josiah 

Armstrong Dye Products 


Babbitt, Inc., B. T. 
Bassick Co. 
Bastian-Blessing Co. 
Bergonize Co., The 
Biro Mfg. Co., The 
Blodgett Co., Inc., G. S. 
Blumenthal Print Works 
Bobrick Manufacturing 
Corp. 
Bolta Company, The 
Breuer Electric Mfg. Co. 
Brewer-Titchener Corp. 


Carroliton Metal Products 


Co. 

Caterpillar Tractor Co. 

Champion Dish Washing 
Machine Co. 

Church Mfg. Co., C. F. 

Cleanwall Corp., The 

Colson Corp., The 

Colt's Patent Fire Arms 
Mfg. Co. 

Continental Car-Na-Var 
Corp. 

Crucible Steel Company of 
America 

Cube Steak Machine Co. 

Curtis Refrigerating Ma- 
chine Co. 


Day & Night Water Heater 
Co., Ltd. 

Duke Mfg. Co. 

Durable Mat Co. 


Edison General Electric Ap- 
pliance Co., Inc. 

Executone, Inc. 

E-Z Sinew Puller 


Faries Mfg. Co. 

Faultiess Caster Corp. 
Ferst, Ltd., M. A., The Traco 

Division 

Folding Metal Products Co. 
Formica Insulation Co. 
Franklin Research Co. 
Fuller Brush Company 


General Combustion Co. 

General Electric Co. 

General Refrigeration Divi- 
sion, Yates-American Ma- 


chine Co. 


Hamilton Beach Co. 

Herrick Refrigerator Co. 

Hillyard Chemical Co. 

Hobart Mfg. Co. 

Howe Folding Furniture, 
Inc. 

Huntington Laboratories, 
Inc. 


Ingersoll Steel & Disc Divi- 
sion, Borg-Warner Corp. 
Iroquois China Company 


Jackson Dishwasher Co. 
Jarvis & Jarvis, Inc. 


Kraeft, Paul F. 


Lansing Mfg. Co. 

Lawlor Co., S. C. 

Lawson Co., F. H. 

Lincoln-Schlueter Floor Ma- 
chinery Co., Inc. 

Lion Specialties, Inc. 

Lyon Metal Products, Inc. 


Majestic Mfg. Co. 

Manson, Inc. 

Marco Products Co. 

Marsh Wall Products, Inc. 

Masterchef Products, Inc. 

Mathieson Alkali Works, Inc. 

McArthur Corp., Warren 

McGraw Electric Co. 

Metropolitan Wire Goods 
Corp. 

M & H Manufacturing Co. 

Midland Chemical Labora- 
tories, Inc. 

Mitchell Mfg. Co. 

Mueller Co. 

Musselman Products Co. 


National Vulcanized Fibre 
Co. 
Norton Door Closer Co. 


Oneida, Ltd. 
Onondaga Pottery Com- 
pany 


Paine Company, The 

Portable Elevator Mfg. Co. 

Porter-Cable Machine Co., 
The 


Reynolds Electric Co. 
Richter Bros. 

Robertshaw Thermostat Co. 
Rola-Fior Co., The 
Rosemary, Inc. 

Royal Metal Mfg. Co. 
Russell Co., F. C. 


Solvay Sales Corp. 

Spring-Air Company 

Standard Gas Equipment 
Corp. 

Standard Tank & Seat Com- 


pany 
Star Mfg. Co., Inc 


Steamer Chef Corp. 
Sterilseat Sales Corp. 
Super-Cold Corp. 


Tile-Tex Co., The 

Toro Mfg. Corp. 

Trojan Floor Machine Mfg. 
Co. 

Tuthill Pump Co. 

Tyler Fixture Corp. 


U. S. Slicing Machine Co. 
Utility Electric Co. 


Van Range Co., John 

Vaughan Co., Jim 

Velvet Seal Products, Inc. 

Victor Electric Products, 
Inc. 

Victoria Paper Mills Com- 
pany 

Webster Company, The 

Webster & Co., Warren 

Weis Mfg. Co., Inc., Henry 

Wells Manufacturing Com- 
pany (California) 


their respective institutions but, by virtue of their specialized interests disclosed to 
our editors, they write, in effect, the broad outlines for the editorial and advertising 
contents of each issue. This is made possible by the community of interest which exists 
between those charged with the responsibilities of successful institutional operations. 


Common Interests Served 


Because a floor is a floor; because a wall is a wall; and because a kitchen is a 
kitchen, regardless of the specialized type of institution in which it may be found, 
INSTITUTIONS Magazine is devoted exclusively to the consideration of the problems 
arising from the selection, maintenance and replacement of these common facilities. 
Dishwashing equipment in a hotel, in a restaurant or in a hospital has the same basic 
function as dishwashing equipment in a club, in a school cafeteria or in a county home. 


Readers Are “Large Consumers” 
The common interest among the 60,000 readers of INSTITUTIONS Magazine 


is further accentuated by their classification, generally termed “ 


Among the READERS » 


Hotels 

Restaurants and Cafes 

Cafeterias 

Hospitals 

Sanatoriums 

Schools 

Universities 

Homes for Aged, Fra- 
we Veterans’, etc. 
Sarre. for om etc. 

Y.M.C 

y. W.C. A" ; 

Clubs 

Outfitters or jobbers 

Janitor supply houses 

Commercial buildings 

Real Estate Depts. of 
Insurance Companies 


Wells Manufacturing Cor- 
poration (Michigan) 

West Disinfecting Co. 

Westinghouse Electric & 
Mfg. Co. 

Wyott Mfg. Co. 


Yale & Towne Mfg. Co., The 
Zeroll Co., The 


Among the 60,000 readers of INSTITUTIONS magazine are 
those who maintain, specify and buy equipment, furnishings 
and supplies in the following types of institutions. 


Apartment buildings 

Railroads and dining 
car systems 

Steamship lines 

Power and gas companies 

Wholesale Departments 
of Department Stores 

Asylums 

Penal institutions and jails 

Power and gas companies 

Government institutions 

Motels (Motor Courts) 

Dietitians 

Housekeepers 

Architects specializing 
in institutions 

Manufacturers 

Manufacturers’ Agents 


large consumer”. 


As “‘large consumers” they are required to think of minute 
details, which make staggering totals when multiplied by the 
number of units they purchase. 


Equipment Exclusively 
INSTITUTIONS Magazine has established the so-called 


horizontal lines of interest common to the vertical divisions 


of the institutional field. 


INSTITUTIONS Magazine has 


confined its editorial and advertising columns exclusively 
to equipment and supplies. 

Because readers and advertisers have written the specifi- 
cations for INSTITUTIONS Magazine, they know this as 
their publication—they rely on it as their primary source of 
equipment information—they are invited to make increasing 


fiver 


. . and write a 
Our Tell All Album 


use of its facilities. Because of our 
determination to adhere to these 
editorial and advertising standards, 
readers and advertisers alike will con- 
tinue to build for themselves through 


INSTITUTIONS Magaziue. 


MAGAZINE 
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PRAIRIE AVENUE 
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There’s no such thing 


—as “Cream of the Crop” 


among contractor-builders 


HERE’S no consistent “cream” 

among contractor-builders. 
You can’t single out a definite num- 
ber of the same contractors as “tops” 
each year. The building industry 
just isn’t that way—at least the con- 
tractor-builder segment isn’t static. 


Take Jos. S. This year he will be 
pretty busy building 24 homes—and 
next year he may build only 5. . 

Frank V. will have 6 major jobs in 
1940 and then be “up” and all over 
town with 31 construction jobs in 
1941... And Harry K., a most im- 
portant material buyer in 1939 may 
be what he considers as “quiet” right 
now, and going strong next year. 


Dealers’ sales records will bear this 
out,—they know the yearly shift of 
contractor-builders from active to 
“quiet”, and vice versa. They know 
the truth about the “cream.” Out 
of 24,000 dealers, 10,000 (40%) do 
84° of the total annual volume of 
business. ‘These dealers have to have 
alot of good contractor customers to 
be the best dealers. So it is easily 
understood how 8,000, or 30,000 con- 
tractors—or any other of the loose 
figures given in talk about “cream of 
the crop” cannot be taken seriously. 


If only 8,000 contractors did the bulk 
of residential construction, that 
would mean an average of less than 
one good contractor customer per 
good dealer. Silly, isn’t it? (Ask 
your dealers.) Likewise, 30,000 con- 
tractors would be an average of only 


59 E. Van Buren Street 


three good contractor customers per 
good dealer. Fancy a set-up of that 


kind! 


And you must sell these 

Contractor-Builders 
In approximately 80% of residential 
building no architect is present. This 
means the contractor furnishes the 
plans, writes the specifications and 
buys the materials. That definitely 
makes him a factor that can’t be re- 
garded casually from a sales stand- 
point. But—since he’s on the job 
almost all of the time, and since it’s 
almost impossible for salesmen to 
contact him personally, a vehicle like 
PRACTICAL BUILDER must 
be used to tell him the “how” and the 
“why” of products, equipment, mate- 
rials, 


You've 
Seen 

This Man 
Before 

H e s a 


Contractor- 


Builder , ? 


The Contractor-Builder is the buying 
power in the building industry. He ts 
a busy “on the job” man—from base- 
ment to roof, directing his men, help- 
ing them, showing them how. Your 
salesmen can’t reach him because he’s 
husy, and he doesn’t “stay put,” and 
hecause there are thousands too many 
of him for even the largest sales or- 
gamezation to reach. Regardless of any 
other factor, he is always present in 
every new building or remodeling job. 
The only way to sell him is to tell him 
your product story through PRAC 
PICAL BUILDER. 


PRACTICAL BUILDER 
close-ups 

More than 50,000 of our 70,000 read- 
ers can't be reached by any other 
paper... High visibility of all adver- 
tising space (due to newspaper style 
of make-up). Lowest cost per 1,000 
circulation (based on 7” x 10") ad 
size) ... Individually mailed (no 
bulk mailings) ... Not an official 
paper... A paper built along the 
practical lines that builders want. 


PRACTICAL BUILDER 


CHICAGO 


Also Publishers of Buitpinc Surppty News and B S N Dearter Caratoc—24th Year 


a 


LINKED BY A COMMON CAUSE—COLUMBIA 


ot he | 


( 


t 
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These officials at the NAB convention all are linked with CBS. They are, left to 
right: A. E. Joscelyn, manager, WBT, Charlotte, N. C.; Arthur Hull Hayes, sales 
manager, WABC, New York; Howard S. Meighan, Eastern sales manager, Radio 
Sales, Inc., New York; Earl H. Gammons, manager, WCCO, Minneapolis; Arthur 


J. Kemp, Pacific Coast sales manager, 


CBS; Kingsley Horton, sales manager, 


WEEI, Boston; and J. Kelly Smith, general sales manager, Radio Sales, Inc., 
Chicago. 


Radio Experts 
Express Views 


| 


in First Poll 


Chicago, Aug. 8. — Virtually 
everyone but the broadcaster has 
been polled as to his or her radio 
likes and dislikes. It is with some 
pride, therefore, that ADVERTISING 
AGE presents the first report on the 
reaction of the station experts to 
the programs which they pass on 
to the public. 

Not so different from the views 
of the man on the street is the vote 
on “the best network show,” which 
placed Jack Benny and Jell-O at 
the top of the pile. “Information 
Please”’ ran second in this classifi- 
cation. This is the Canada Dry 
show shortly to pass into different 
hands. Even greater honors were 
lavished on these two programs by 
the radio station executives, who 
divided exactly in dubbing them 
not only the best network shows, 
but the best on the air. 

‘Singin’ Sam,” the Coca-Cola 
headliner discussed elsewhere in 
this issue, was far out in front as 
“the best national spot show.” 
Studebaker and American Tobacco 
Company tied for second. 


The Best Commercials 


Which program boasts the best 
commercials? You guessed it: Jack 
Benny again. The Waukegan thun- 
derbolt’s lead was even more pro- 
nounced on this score than on 
others. “Fibber McGee,” the John- 
son Wax show, which failed to 
show up as favorably as might be 
expected in some respects, came 
into the limelight here, being tied 
with the Ford Sunday Evening 
Hour for second place. 

Coca-Cola Company again stood 
above all the rest in best commer- 
cials on national spot shows. 

Harry Von Zell is the best an- 
nouncer on the air, in the opinion 
of the broadcasters. Don Wilson 
ranked a _ clear-cut second, Ken 
Carpenter, third, and Milton Cross 
fourth. 

Many of the radio experts appar- 
ently pay little attention to the 
merchandising details of programs. 
Asked “Which program is most 
effectively merchandised?” a large 
number declined to express any 
opinion. The scattered answers re- 
ceived voted the accolade to Gen- 
eral Mills and Wheaties. Silvercup 
bread, the Gordon Baking Com- 
pany’s product, came second, and 
Chesterfield cigarets third, with 
Procter & Gamble and Studebaker 
tied for fourth. 


Spot Sales Growing 


Asked whether spot billing is 
likely to represent a larger slice of 
the radio loaf in the future, a large 


majority of the station manager 
gave an enthusiastic affirmative. Nx 
less than 90 voted “Yes,” while 1 
said “Same” and 2 “No.” 

The same consensus was appar 
ent in response to the question, ‘I! 
there a trend toward greater use o! 
transcriptions on spot shows.” O! 
102 broadcasters who replied 78 said 
yes, 16, “same” and 8, “smaller.” 

Kraft Cheese Company make 
most effective use of station breaks 
the majority agreed. Another mer- 
chandising question split the ranks 
34 asserting that national adver- 
tisers are getting too much service 
while 36 said just enough and 21, 
too little. 


CBS Adds Laura Hobson 


Laura Hobson, who was directo: 
of promotion of Time until early thi: 
year, has joined Columbia Broad- 
casting System, New York, in the 
newly-created post of copy chief of 
the sales promotion department 
Mrs. Hobson will work under Victo: 
M. Ratner, director of sales promo- 
tion. 


Met-L-Top Names Cramer 


Met-L-Top Tables, Inc., Milwau- 
kee, maker of metal ironing tables, 
has appointed Cramer-Krasse|t 
Company, Milwaukee, as advertis- 
ing agency. C. W. Lawrie and C. W 
Faude will be in charge for th 
agency. 


Seeks Cancer Posters 

The American Society for the 
Control of Cancer is offering 10 
cash prizes totalling $1,875 for the 
best and most dramatic posters to be 
used in the war on cancer. Entrie 
will be received between Oct. 1 and 
12 by the National Alliance of Art 
and Industry, Inc., 119 E. 19th street 
New York, to be judged Oct. 14. 


Political 


POSTERS 


Sheet size 33%, by 22 « 
inches, printed on hea‘y 
paper in 4 colors, non-fa 


ing. Giant size halftone ¢ ‘t 
of candidate included. Ve y 
low prices in quantities 


5000 or more posters. 


Write TODAY for print d 
samples and prices, 


SHOPPING NEWS 


Rewscoter “Division CLEVEBAND 
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War Department 
to Advertise 


for Recruits 


Washington, D. C., Aug. 
hile Congress and the country 
ntinue the debate over the con- 
ription issue, it was learned here 
is week that the War Depart- | 
ment has appropriated $250,000 to 
nduct a nation-wide advertising 
mpaign to attract Army recruits. 
A few leading agencies, the exact 
number and names of which War 
Department officials will not dis- 
cose at this time, have submitted 
roposals. These presentations will 
» reviewed by a five-man board 
the Adjutant General’s office. A 
decision is expected next week, at 
which time campaign details will 
be revealed. It is expected that 
most of the paid space will go to 
newspapers, 


= 
¢ woo 


Other Promotion Starts 


The advertising for recruits, 
which is expected to get under way 
in September, will be in addition 
to other promotion efforts launched 
for the same purpose in recent 
weeks by the War Department. 

Only this week, a fleet of sound 
trucks began a tour of the country 
in quest of soldiers. These trucks 
are equipped with recording and 
amplifying equipment. Transcrip- 
tions aired via a public address 
system are the same as those which 
radio stations throughout the coun- 
try began to broadcast as a public 
service a few weeks ago. 

Recordings are 15 minutes in 
length, and feature the music of 
the United States Army Band. 
Interspersed with the music are 
“commercials” which include ex- 
cerpts from a speech by President 
Roosevelt, and short talks by Lt.- 
Gen. H. A. Drum. 

These recordings, plus one-min- 
ute spot announcements also seek- 
ing recruits, have been distributed 
to stations within the past three 
weeks by local recruiting offices. 
The liberal support accorded the 
Army campaign is indicated by the 
fact that the transcriptions 
been aired over more than 700 sta- 
tions without charge. 

The transcriptions used both for 
the radio broadcasts and the sound 
truck recruiting were produced by 
the National Broadcasting Com- 
pany’s recording division under its 
regular contract with the War De- 
partment. 

The cooperation of the National 
Association of Broadcasters was 
enlisted and obtained in the radio 
drive for recruits. The aim in the 
radio broadcasts and the forthcom- 
ing paid advertising is to secure 
enough enlistments to fill estab- 
lished quotas. Regular Army re- 
cruiting methods have not been able 
to accomplish this. 

A similar free promotion pro- 
gram over the air has also been 
started by the Civil Service Com- 
mission. Announcements made 
over most stations point out the 
need for skilled workers for Army 
and Navy construction projects. 


Lomminaid? 


IN THE 9% RETAIL MARKET 


6STP 


‘ie Northwest's Leading Radio Station 


——_w\w— 


NBC 
BASIC RED NETWORK 


MINNEAPOLIS 
ST. PAUL, MINN. 


have | 


Now Artra Cosmetics 

Parfums Chevalier Garde, Inc., 
New York, has changed its name to 
Artra Cosmetics, Inc. The company 
distributes Imra depilatory, Cheva- 
lier Garde perfumes and _ Sutra 
cream. 


ANA Adds Big Canner 


Minnesota Valley Canning Com- 
pany, Le Sueur, Minn., has been 
elected to membership in the As- 
sociation of National Advertisers. 
Ward H. Patton, director of sales 
and advertising, will represent the 
company in ANA. 


Harker Joins MBS 

Tom Harker, formerly with Ed- 
ward Petry & Co., New York, has 
joined the sales staff of the Mutual 
| Broadcasting System, New York. 


Radio Asked 


for Too Much 


Merchandising? 


San Francisco, Aug. 5.—The de- 
partmental session of the national 
sales managers division of the NAB. 
meeting here today under the chair- 
manship of Owen Uridge, WJR., 
Detroit, held an informal off-the- 
record session in which the unit 
plan of volume measurement, the 
NAB code, the Bureau of Radio Ad- 
vertising, and the matter of mer- 
chandising cooperation with spon- 
sors were discussed. 

Paul Peter, NAB director of re- 
search, explained the purposes, 
function and operation of the unit 


plan of volume’ measurement, 
which the NAB later voted to put 
into operation on an experimental 
basis. 

The work of the Bureau of Radio 
Advertising, which took over the 
activities of the former commercial 
committee, was outlined by Ed 
Kirby, public relations director for 
the NAB. Now in operation a year, 
Mr. Kirby said, the Bureau has 
published seven trade studies de- 
signed to uncover new sources of 
business, and its next move will be 
the creation of six or more portable 
promotion units to be used by sta- 
tion groups throughout the country. 


Relief In Order? 


The matter of merchandising co- 
operation developed lengthy discus- 


sion, the consensus appearing to be 
that merchandising service was of 
value and importance and should 
be rendered, but that generally 
speaking perhaps too much of the 
load was being put on stations. Ad- 
vertisers and agencies should give 
their shows more assistance on their 
own initiative, instead of relying on 
the stations to do everything, it was 
suggested. 


Zenith Advances Weinig 


Zenith Radio Corporation, Chi- 
cago, has appointed Robert F. 
Weinig, formerly in charge of farm 
radio sales, to vice-president and 
general manager of Wincharger 
Corporation, Sioux City, Ia., a Zen- 
ith subsidiary. He succeeds W. W. 
Watts. 
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* That's Paramount Pictures '40-’4] program. It’s Cosmopolitan’s pro- 
gram, too... to furnish Entertainment and Escape to 4,500,000 men, 
women and young people...to put them in a SPENDING frame of mind. 
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Atherton Forms Agency 

Frank W. Atherton, formerly a 
member of Martin, Frank & Ather- 
ton, Inc., Detroit agency, has his 
own agency at 407 Fox bldg., De- 
troit, and is handling the account of 
the Detroit Brewing Company, 
maker of Stag beer. 


WHIP Bars “German Hour” 


Radio Station WHIP, Hammond, 
Ind., has notified the Einheitsfront, 
reputed successor in Chicago of the 
German-American Bund, that it is 
barred from broadcasting from the 
station following controversies over 
its broadcasts. 


Mulberger Names Two 

Carl A. Toepfer has been made a 
vice-president of H. C. Mulberger, 
Inc., Milwaukee, continuing as ac- 
count executive and space buyer, 
and Edward G. Ball, formerly with 
W. W. Garrison and Company, Chi- 
cago, has been made _ production 
manager, assisting in the creative 
and planning departments. 


Kamps Joins Donovan 


J. A. L. Kamps, formerly director 
of the trade, industrial and pro- 
fessional department of Benton & 
Bowles, has joined Donovan-Arm- 
strong, Philadelphia, as account 
executive. 


New NAB Code 
Ends Threat 
of Censorship 


San Francisco, Aug. 7.—The 
operation of the NAB code, al- 
though in existence scarcely a year, 
can already be credited in whole or 
part with the elimination of two 
serious threats to impose program 
regulation on broadcasting stations 
by law, Ed Kirby, secretary of the 
code compliance committee, told 
the National Association of Broad- 
casters at a special session devoted 
to code problems here this morn- 
ing. 

Complete agreement seemed ap- 
parent on the value of the code, the 
general sentiment being expressed 
by Edgar Bill, WMBD, Peoria, who 
presided at the meeting as chair- 
man of the NAB code compliance 
committee, when he said: 

“When the NAB code was born 
a year ago at Atlantic City there 
was a rather general feeling that 
the code had been forced on the 
convention. In the light of the 
multitudinous problems which 


broadcasting has encountered since 
then, I’m sure we’re all glad now 
that we have a code.” 


Reformers Were Busy 


“Two years ago,” Mr. Kirby 
reported, “there was an_ effort 
emanating from two _ sources to 


impose upon radio stations program 
regulation by law, requiring fixed 
periods of time to be set aside for | 
the discussion of all public ques- 
tions. Today, through the indus- 
try’s policy on controversial public 
issues, this danger no longer exists. 
The code committee declares with 
confidence that there will be no 
restrictive legislation imposing the 
allotment of fixed periods of time 
for particular program categories 
so long as we continue to pursue 
the present policy.” 

The same situation applied two 
years ago, he said, with respect to 
demands by organized women’s 
groups that children’s programs be | 
radically changed. 

“Today the American system of | 
privately operated and competitive | 
radio has no stronger bulwark of | 
organized public support than that | 
bestowed upon it voluntarily by 
American club women. The code | 
committee can announce with com- 
plete confidence that there is no) 
significant large body of women’s | 


PLEASANT INTERLUDE AT NAB MEETING 


This animated quartet includes Lewis Allen Weiss, Don Lee Network; Don Davis, 
WHB, Kansas City: Theodore C. Streibert, WOR, New York, and Edgar Bill, 
WMBD, Peoria. 


Charles A. Whitmore and Charles P. Scott, of KTKC, Visalia, Cal., enjoy some 
creature comforts with Thomas C. Imeson, WJAX, Jacksonville, Fla., as the 
courses come and go. 
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en de more 


Wall Street Journal SELLS 
Wanagement Executives 


dollar, amo 
management-executives © adive 


Sorporations with 


readers , per 


of indus- 


| tinue to support the present code of 


| American radio.” 


Calvin Rawlings, of KDYL, Salt Lake City, enjoys the spectacle while S. S. Fox 
and W. E. Wagstaff, of the same station, compare notes at a repast of the 
National Association of Broadcasters. 


clubs in the nation which has not 
supported and which will not con- 


New Survey Coming 


| Mr. Kirby revealed that the 
_Radio Council on Children’s Pro- 
| grams, set up by various women’s 
| organizations, is now sponsoring a 
|nation-wide survey, jointly with 
| the NAB, on children’s programs. 
Results of this survey will later be 
released to the industry, advertis- 
ing agencies and their clients, he 
said. 

The code has done a splendid job 
of solving the problems of religious 
broadcasts and has helped to con- 
vince educators that the question of 
educational broadcasts is not to be 
solved by more time on the air, but 
rather by more time spent in prep- 
aration and rehearsal, he reported. 


WICHITA 
As for political broadcasts, the in- KANSAS 
dustry will continue to live up to ces |= 


the spirit and letter of the law, C8S.5000 DAY.1000 MIGHT-CALL ANY EDWARD 


while the code does not cover the 
(Continued on Page 8) 
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Ros W. Metzgar 


Bigger Ideas, 
Smaller Names 
Radio Trend 


Chicago, Aug. 8—Having just 
finished a record six months of 
radio business and with projected 
business indicating still higher 
peaks, Ros W. Metzgar, radio di- 
rector for Ruthrauff & Ryan, Inc., 
Chicago, sees the future of the 
industry as one burgeoning with 
possibilities of even greater growth 
as a marketing tool. Even the 
European war has failed to cast a 
cloud over the prospect except in 
the matter of the usual protective 
clauses. 

These protective clauses, he indi- 
cated, generally take such form as 
possible cancellation of contract in 


case war is declared or contracts | 


being made for 13-week cycles, for 
instance, instead of 39-week or 
even 52-week cycles. As far as 
budgets are concerned there has 
been no reduction whatever. 

If there has been any lowering 
anywhere it has been in _ the 
amount willing to be spent for pro- 
grams. One of the most significant 
program trends of late, according 
to Mr. Metzgar, is the swing toward 
new, productive ideas rather than 
toward the purchase of high-priced 
talent. He notes that many pro- 
grams of today with the highest 
rating are by no means the most 


expensive, in fact, quite the con-| 


trary. There is a tendency to shy 
away from expensive names be- 
cause many have found by experi- 
ence that expensive names by no 
means indicate a successful show. 


Takes Look Ahead 


Insofar as the introduction of 
frequency modulation and televi- 
sion are concerned Mr. Metzgar is 
of the personal opinion that a lot 
of engineering remains to be done 
in these two developments before 
they reach the stage where they 


can be seriously considered as 
marketing mediums. He points out 
that in hiring talent today consid- 
eration is given to the photogenic 
qualities of individuals which 
might be taken as a look to the 
future of television but, as a mat- 
ter of fact, photogenic qualities 
have their publicity uses, too, so 
that cannot be considered too sig- 
nificant. 

Highly departmentalized radio 
departments such as that of Ruth- 
rauff & Ryan, pointed out Mr. 
| Metzgar, generally mean that there 
is a production department, script 
department, facility department 
and sales department. 

In the facility department the 


ADVERTISING AGE 


tant work of time buying. Time 
buyers, Mr. Metzgar points out, 
must have at their finger tips com- 
plete data as to coverage, listen- 
ing habits, type of listener, etc. 
Many stations have very specific 
audiences. Some stations have dis- 
tinct farm audiences, some foreign 
audiences, some a definite inclina- 
tion toward higher income brackets. 
The value of a time period in rela- 
tion to preceding or following pro- 
grams also must be taken into con- 
sideration. 


Four-Color Process 
“True Story” Covers 


True Story covers, formerly 
printed in offset, will be printed in 


P. W. Anthony to “Science” 
P. W. Anthony, business manager 
of “Biological Abstracts,” of the 
University of Pennsylvania, has 
joined the advertising department 
of Science Press, publisher of 
Science Magazine, Lancaster, Pa. 


Plymouth Advances Two 

The Plymouth Division of Chrys- 
ler Corporation has promoted R. C. 
Somerville to sales supervisor in the 
central states and A. D. Innis to 
sales supervisor in the East 


Early Adds One 


Dwight H. Early, Chicago, has 
been appointed Midwest represen- 
tative for American Girl. Robert 
W. Walker, San Francisco, has been 


|matter of station relations is con- 
sidered together with the impor- the September issue. 


four-color process beginning with named Pacific 


representative 
of the magazine 


Issues Film on Sleep 

American Steel & Wire Company, 
a subsidiary of United States Steel 
Corporation, has issued a slide film 
entitled “‘And So to Sleep” for pres- 
entation by stores and_ before 
women’s organizations. 


Crosley Names Three 

N. C. MacDonald has been made 
Eastern sales manager for the Cros- 
ley Corporation, Cincinnati, while 
B. T. Roe will be Western sales 
manager and S. D. Camper will fill 
a similar post in the South. 


Whitehall Appoints 


Whitehall Equipment Company, 
New York, maker of heating and 
hot water accessories, has appointed 
Lee-Stockman, Inc., New York, to 
handle its advertising. 


Pic 


HOW’S 


THIS 


SPOT 
HONEY? 


Hang your Sales-Picture where it 
will get a REAL AUDIENCE! 


Don't take our word for it. Proof 
is in performance. And one ex- 
ample of the way these 15 vital 
stations perform for advertisers 
is this: 

A clothier in Troy, New York, 
recently used WGY to help “up” 
his sales. Result—men from 238 
communities throughout WGY's 
vast territory traveled to Troy 
for clothing. The man’s business 


was quadrupled! Profit for ad- 
vertisers is the reason these 15 
vital-to-sales spots have been 
used by advertisers more exten- 
sively this year than ever before. 

Completely represented by 
NBC, these stations offer you 
a ready-made spending audi- 
ence—one you can reach at 
low cost! One, or all, of these 
stations are available to you. 
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August 12, 1949 


New NAB Code 
Ends Threat 
of Censorship 


(Continued from Page 6) 


use of radio by groups who are not 
members of major parties, but who 
desire to express political convic- 
tions. Mr. Kirby said that facili- 
ties should be available to such 
groups or individuals. 

“The code committee 
continued, “that the injection of 
emotionalism and_ sensationalism 
into discussions of politics, public 
controversies, religious and social 
questions would seriously affect the 
public welfare and prevent the 
American people from gaining a 
quick and clear access to the facts.” 

Mr. Kirby reminded his audience 
that the commercial section of the 
code goes into full effect Oct. 1, and 
reported that complete details have 
been made available to all adver- 
tisers and agencies. This announce- 
ment has been “generally well re- 
ceived,” he said. 

Following Mr. Kirby’s report, the 
meeting heard a strong plea for the 


feels,” he 


preservation of the American way 
of life and of democratic institu- 
tions through militant and aggres- 
sive activity, rather than “by carry- 
ing the precepts of democracy and 
liberty to an absurdity,” which was 
voiced by Dr. Frank Kingdon, 
executive director, Citizenship Edu- 
cational Service. 

Pointing out the dangers of prop- 
aganda designed to divide and dis- 
unite the people of this country, 
which he declared is under way 
here now, Dr. Kingdon declared 
that “the broadcasters have a real 
part to play in defending America.” 

“In advertising commercial prod- 
ucts you have a simple rule,” he 
said. “No one shall be allowed to 
use the radio to advertise harmful 
products. The radio is not accessi- 
ble to peddlers of poison. This 
same rule applies to purveyors of 
ideas. A man may say fairly harm- 
less things over the radio, yet in 
his program overtly or tacitly ad- 
vertise a magazine or a book that 
is definitely anti-social. 

Evading the Rules 


having a_ wide 
hearing is given in the name of 
religion, but the literature of the 
group represented is viciously anti- 
Catholic. Another program claims 
high patriotism as its motive but 
the magazine associated with it is 


“One program 


ADVERTISING AGE 


demonstrably anti-Semitic and at- 
tuned to totalitarian views. Ideas 
are no less poisonous than physical 
toxins. Your responsibility is as 
great for these products as for any 
others sold by radio.” 

It is silly to argue, Dr. Kingdon 
said, that freedom must be served 
by allowing freedom of the air or 
anything else to those forces which 
serve a foreign government and 
which are aiming at destroying our 
own freedom. 

His talk led to a general discus- 
sion of political broadcasting, and 
particularly to that portion of the 
Federal Communications Act which 
makes it mandatory for all licen- 
sees to extend equal privileges to 
all recognized political parties, and 
to his pledge that he would do all 
in his power to help amend that 
law so that parties demonstrably 
working to overthrow the Ameri- 
can system of government, or tak- 
ing their orders from any foreign 
government, would be _ excluded 
from this privilege. 


Steinko to Jam Handy 


J. Truman Steinko, formerly 
advertising manager of the Leonard 
division, Nash-Kelvinator Corpora- 
tion, has joined the Jam Handy 
Organization as a writer of specialty 
selling and merchandising scenarios 
for motion pictures and slide films. 
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COSTS LESS. 


on a frequency basis. 


— Cee. 


YOU GET More 


NEIGHBORS 


WITH 


CCanor Vowe 


WENR’s spectacular home- 
makers’ program outpulls all 
other similar features on any 50.000-watt 
station in the great Chicago Market—and 


52,486 letters and 7.145 telephone calls 
received in the first five months. 

Special promotional features included in 
the remarkable low price that ranges from 
$97.00 for one participation down to $79.00 


Phone or write for detailed information 
about RADIO NEIGHBORS and remember 


VWENK 


CHICAGO KEY STATION NBC — BLUE NETWORK 
870 ON YOUR DIAL 


FOR LESS on 


BROADCASTERS RELAX 


AT BIG CONVENTION 


A. H. Meyer and E. E. Young, of RCA Victor, pause for refreshment, while 
KFH, Wichita, do likewise. 


Clark Luther 


and Plez Clark, 


Edgar Kobak, NBC vice-president, chats 
Neb., and Dick Heath, KTAR, Phoenix. 


with Lloyd W. Thomas, KGFW, Kearney, 
In background is H. M. Jackson, CBS, 


San Francisco. 


Tampa to Repeat 
$20,000 Drive 


of Last Winter 


Tampa, Fla., Aug. 8.—The city 
and Hillsborough county have 
already appropriated two-thirds of 


the $20,000 to be spent in a winter | 


campaign for Tampa and the Cham- 
ber of Commerce is engaged in rais- 
ing its share. 

While this sum seems small in 
comparison with some tourist pro- 
motion efforts, Tampa proved last 
winter that $20,000 can produce 
results. Of this total, $6,500 went 
into 25 newspapers in the East and 
Mid-West for 57 advertisements 
totaling 10,100 lines. A somewhat 
larger linage was rolled up by pic- 
tures and publicity, in view of the 
weakness of Northern copy desks 
for bathing girl pictures in the 
depth of winter. 


Coupons Still Coming 


The advertising yielded 5,000 cou- 
pons and inquiries are still coming 
in as autumn begins to encroach on 


summer’s reign. All inquiries are 
answered promptly with booklets, 
folders and the specific data _ re- 


quested. These names will provide 
grist for follow-ups during the early 
fall. The city enjoyed its best 
tourist season in 1939-40 and expects 
to repeat during the coming winter 

The budget was further divided 
as follows: State newspaper adver- 
tising, $1,000; booklets, $3,500; in- 
dustrial advertising, $1,500; New 
York Times, $1,000; agricultural 
promotion, $500; outdoor, $1,500; 
permanent resident advertising, 
$1,000; publicity department, $3,500. 


Pepperell in Magazines 


Pepperell Mfg. Company will use 


full-page space in Ladies’ Home 
Journal, Life and McCall's as the 
spearhead of its 1940-41 national 
advertising campaign. H. B. Hum- 
phrey Company, Boston, is the 
agency. 
Getlin’s New Duties 

Natt S. Getlin has been placed 


in charge of amusement, hotel and 
restaurant advertising of the New 
York Post He will also continue 
to serve classified 
manager 


as 


advertising 


| Mutual Adds 143rd 


Station KWOS, Jefferson City, 
Mo., has become a full-time affiliate 
of the Mutual Broadcasting System. 
The station boasts 250 watts power, 
and is owned by the Jefferson City 
News & Tribune. It is Mutual’s 
143rd_ affiliate. 


“Business Digest” Folds 


Business Digest, published 
monthly by the Traffic Service Cor- 
poration, Chicago, has announced 
that its August issue was its last 
after three and one-half years of 
existence. 


Cartune-O Continues 


Cartune-O, the musical radio 
game sponsored by National Tea 
Company, Chicago, over WGN, is 
continuing for another 13 weeks, 
beginning Aug. 16. Schwimmer & 
Scott is the agency. 


CULTIVATED 
And 


You get double-barreled result- 
when your advertising reache- 
the same man your salesmen call! 
on. He is industry’s Purchasing 
Executive, the man in industry 
large plants who can both initiate 
and consummate orders. 

Make sure of reaching him 
through PURCHASING, the 
only national magazine for 
Purchasing Agents. Your adver 
tising in this key paper give> 
you complete, direct coverage 
of every centralized purchasing 
unit in the U.S. A. Complet 
details from Conover-Mast Corp 
205 East 42nd St. New York 
333 N. Michigan Ave., Chicago 
Leader Building. Cleveland 


bat, FIND OUT WHY 


PURCHASIN 
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Roto Gets Readership Second Only to Page One 
Because There’s Something for Everybody in Roto Sections 


™ cTuRES LIKE THESE ATTRACT 801 MEN READ 


More Reavers of your advertising obviously 


should result in more sales of your product or 
service. To make sure your advertising is exposed 
to the maximum number of potential reader- 
customers—go roto! For again and again, year 


after year, efficiency tests conducted under the 


*Based on a continuous analysis of how 2 


well-known Gallup method show rotogravure 
picture sections to be second only to page one 
in newspaper reader traffic.* 

Used full force in all 63 Sunday Rotogravure 
Sections, roto delivers a nationwide coverage 


that includes better than 50°. of the nation’s 


] different papers in 17 key cities are read. 


ERS 


homes. Yet so flexible is this medium that you 
can conduct localized campaigns in a single city 
or zone. In addition, because it gets more readers 
per dollar, rotogravure is the economical buy. 

For more information, write Kimberly-Clark 
Corporation, 8 South Michigan Avenue, Chicago. 
We maintain a research, service and statistical 
department for the benefit of advertisers and 


publishers. There is no charge for our service. 


Cee ee ee tt oe we _ 


THE NATIONALLY-ACCEPTED ROTOGRAVURE PAPERS 
Manufactured by 


KIMBERLY-CLARK CORPORATION 
Established 1872 — Neenah, Wisconsin 


Los Angeles, 510 W. Sixth Street 


New York, 122 E. 42nd Street Chicago, 8 S. Michigan Avenue 
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President 


THE NEXT TIME you produce a brochure, circular or catalog, give it the 


magnetic appeal of rotogravure—the appeal that attracts millions of 
readers to newspaper rotogravure sections each week— including your- 
self! And remember, rotogravure does far more than attract readers. 
In glowing full color or rich monotone, the “feel” and distinctive appear- 
ance of rotogravure creates a quality atmosphere which the reader 


automatically associates with the product advertised. 


More Attractive Printing 

Means More Readers — 
More Readers 

Mean More Sales — 


Take command of this medium that commands respect. Use it to give 


extra punch to that message you want consumers to “get” concerning 
the quality of your product. 

If you need help in preparing material for rotogravure, call in a 
Kimberly-Clark rotogravure man. There is no charge for our cooperation 
which is available to you at each of our offices. If you prefer, write 


for advice and samples of these famous rotogravure papers: 


Remember, paper plays a vitally important part in the effectiveness of rotogravure —choose it carefully ! 
Compare the nationally-accepted rotogravure papers made by Kimberly-Clark Corporation, listed 
above. They come in wanted weights and sizes to suit your requirements, to meet your budget 


Kimberly-Clark Corporation 


Established 1872 —Neenah, Wisconsin 


New York 
122 East 42nd Street 


Los Angeles 
510 West Sixth Street 


Chicago 
8 South Michigan Avenue 
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an 


ADVERTISING AGE 


FEMININE AUDIENCE FOR NAB 


interest of agencies in the present radio situation was attested by the presence 
of Reggie Schuebel, radio director, Biow Company, and Linnea Nelson, time 
buyer, J. Walter Thompson Company, New York, at NAB convention. 


‘Radio Is Yours, 
Fly Reassures 
Broadcasters 


U. S. Curtailment of 
Operations Is Myth, 


FCC Chairman Says 


San Francisco, Aug. 5.—There is 
no plan for government operation 


or curtailment of radio operation 
in case of war or other national 
emergency; on the contrary, all 


plans and thoughts of the govern- 
ment are centered on minimizing 
all possible dislocations of normal 
activities. 

This reassuring news was brought 
to the opening luncheon session of 
the National Association of Broad- 
casters here today by James L. Fly, 
chairman of the Federal Communi- 
cations Commission, whose | talk 
brought a rising tribute and a thun- 
der of applause from the 
casters. 

Paying tribute to the 
and technicians who have 
broadcasting to its 
Mr. Fly declared that “grave prob- 
lems confront us in the policies to 
be pursued in the public service, 
but in the outset some of the sup- 
posed problems must be dispelled.’ 

Chief among these “supposed” 
problems, he said, was the effect 
on radio of the present emergency. 
“Alarmists with absolutely no 
lactual basis to support them have 
conjured up the bogeyman of the 
government operating the broad- 
casting systems or of the complete 
ilment of broadcasting in the 
the security of this country 
threatened,” Mr. Fly said. 


broad- 


engineers 
elevated 
present estate, 


} ¢ 
Curt 


event 


Policy of Government 


“I have 


said that these rumors 
re completely without substance 
nd I want to reiterate that as 
lorcefully as Iam able. The whole 


today of governmental plan- 
he to meet any emergency is 

d minimizing, as far as possi- 
¢ slocations of our normal way 


I can assure you that broad 


for the shutting down of 
‘casting or for governmental 
beration have existence only as 


Dgoblins in the minds of idle gos- 


ps. There is no such plan afoot.” 

same applies to rumors 
‘pread from time to time that the 
‘CC plans to destroy rural radio 
*rvice, the Commissioner said. Far 


‘tom having any substance, the fact 
stl t if anything, “steps in the 
ther direction may be anticipated.” 
In contrast to these imaginary 
‘oblems, Mr. Fly said, there is one 
“al problem facing the ‘broadcast- 
8 industry, that being the matte 
‘freedom of speech 

“You have been granted the privi- 
8 of sharing in the administra- 
"nN of a limited public facility and 
‘turn have assumed an obligation 


to conduct your operations in the 
manner required by the public 
interest,” Mr. Fly told the broad- 
casters. “The public has every right 
to insist that, in the private exploi- 
tation of this private facility, the 
public interest shall be served. 


Where private operation runs coun- 
ter to public interest, the FCC is 
under a duty to repossess the wave 
length in the name of the people. 
t is a rare tribute to the radio 
industry that this duty has seldom 
been exercised because of the char- 
acter of the public service rend- 
ered. That duty must never be 
performed in a capricious manner, 
nor should it ever be used as lever- 
age to control program conduct. 


Censorship Is Illegal 


“Under the law there cannot be 
any governmental censorship of 
radio. This is another ghost which 
seems to have taken on substance 
by the repeated whippings it has 
taken. 

“It is important to observe that 
no governmental official directs you 
to maintain particular programs or 
to delete any particular program 
Great latitude must exist in the 
conduct of a broadcasting station 
And under our American way it is 
entirely proper that broad discre- 
tion in the conduct of the station is 
vested in the private operator. At 
the same time the public does and 
should urge that certain basic prin- 
ciples be preserved. But the great- 
est of these principles requires that 
neither I nor any other particular 


person or interest shall utilize this 
great force to impose one’s own 
ideas upon the public 

“Radio must remain an _ instru- 
ment of freedom and for the pres- 
ervation of freedom. That being 
true, we must not be deluded into 


the thought that such an instrument 
is under no obligation to the public.” 

All of this being true, it follows, 
said Mr. Fly, that “the broadcaster 
owes to the public the inescapable 
duty of full and fair reporting, bal- 
treatment, and and 
impartial comment on all facts and 
information of public concern; and 


anced honest 


adequate coverage on all public 
issues by two-sided discussions and 
equality of facility and representa- 
tion. It is inconceivable that con- 


trol of the radio as an instrument 
of freedom should be delegated to 
any special interest with the liberty 
to control news, information and 
comment So soon as this 
service is rendered on behalf of a 
special interest or political party the 
radio ceases its most important 
function in the public interest.” 


services. 


Views of Newspapers 


“One cannot but view with con- 
cern,” Mr. Fly continued, “instances 
where ‘news’ is handled by news- 
papers in such manner as to give 
the public what the newspaper 
owner, in the light of his interest, 
wants the public to receive. News 
can be colored. Headlines’ can 
be slanted, coverage contracted or 
expanded; emphasis supplied 01 


extracted; important events or re- 


sponsible views can be overlooked, 


yet John Doe can send a telegram 
and become a national character 
over night.” 

Emphasizing that he was not 
criticising broadcasting on this score, 
but rather complimenting it on its 
freedom from this type of activity, 
Mr. Fly concluded: 

“As domestic issues compete with 
foreign events, I am not asking for 
special favors. It is basic in this 
speech that I oppose and_= shall 
always oppose special favors in the 
conduct of radio broadcasting. 

“It is of greatest importance that 
neither I nor any other govern- 


mental official or group of officials 
shall endeavor to bend radio to our 
own special causes. That is fully 
as important as that radio shall not 
bend to other special interests. 
Yours is the discretion to be exer- 
cised in the conduct of the station, 
which after all is constantly under 
the effective scrutiny of the listening 
public. No government official or 
group can or should undertake to 
substitute its judgment for your 
own. Your decisions are many 

your problems difficult. But they 
are yours, not mine. Such is the 
American system of broadcasting as 
it rounds into its third decade of 


public service. 

“Wars may come and nations 
may go. Tomorrow's political cam- 
paigns will pass into yesterday ... 
but, as the great bulwark of our 
democratic institutions, radio must 
stand—till kingdom come.” 


Casey to Acushnet 

Thomas W. Casey, for 11 years 
vice-president and general manager 
of the Seiberling Latex Products 
Company, has become vice-presi- 
dent in charge of sales with Acush- 
net Process Company, Acushnet, 
Mass., maker of golf balls and rub- 
ber goods. 


‘No wonder our stores have used WCCO six 
days a week for four consecutive years’ 


la 


Mr. Jerome Ruff, 
manager of the Jac 
1922 Hennepin Ave 
The 275 Jack Spra 
Northwest are ho 
united for cooperat: 
end selling purposes 


—and at 7:15 in the morning, too! 


“ 


UST a couple of months ago, we offered a berry bowl with 
every box of gelatin dessert bought in the Jack Sprat 
stores. We offered it on our ‘First News’ program at 7:15 
A.M. over WCCO for a week. And these desserts, already 


fast movers, sold fifty per cent faster in our store. 


“Again, in February, the Stores offered over the program a 


can of beans for five cents. We only featured it for two days, 


but over that weekend our canned bean sales went up 400%. 


“And in March, they put a cake plate offer on the newscast 
for a week. They offered it free with every box of cake flour. 
Our sales on this item increased, over night, by 800%. 


“Yes, the WCCO program 


fills our store faster and with 


more customers than any other kind of advertising I know. 
No wonder we've used WCCO six days a week, year after 


year, for four years.” 


Mr. Ruff's is just one of two hundred and seventy-five Jack 
Sprat stores throughout the Northwest that benefit from 


Prrific impact of this WCCO early morning program. But 
you,can gather from his remarks why this group of stores 
Aused WCCO so consistently. 


Ninety-three per cent of WCCO's local commercial pro- 
grams in 1940 are sponsored by old WCCO advertisers — 


local advertisers who have found that WCCO is the medium 


that pays out the most per dollar in the Twin Cities. 


ie “ 
fp & AVY 


YY ae 
AX 


WCCO 50,000 WATTS WHERE IT COUNTS THE MOST 


, Owned and operated by the Columbia Broadcasting System. 


epresented, by Radio Sales: 
etroit, Charlotte, N. C., San Francisco, Los Angeles 


New York, Chicago, St. Louis, 
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Newspapers Gain 

Bureau of Advertising, American 
Newspaper Publishers Association, 
has issued a four-page folder called 
“Another Pretty Picture” which 
paints to linage increases during the 
first six months of 1940. National 
advertising was up 6.8 per cent, ac- 
cording to Media Records figures for 
52 cities. 


KCS Names Connelly 


Matt W. Connelly has been ap- 
pointed publicity director of Kan- 
sas City Southern Railway Com- 
pany and Louisiana & Arkansas 
Railway Company with headquar- 
ters in Shreveport, La. 


“World” Redesigned 

Resort World, published by Rob- 
erts Publishing Corporation, New 
York, has been redesigned with the 
August issue. Principal change is 
to the standard three-column size. 
J. Kenneth Wood, Salisbury, Conn.., 
has been appointed New England 
representative, and J. Howard Wil- 
son, Chicago, Midwest representa- 
tive. 


Teaberry to BBDO 

Clark Brothers Chewing Gum 
Company has appointed the Pitts- 
burgh office of Batten, Barton, Dur- 


\stine & Osborn to handle advertising 
iof Clark’s Teaberry gum. 


“London Calling” Expands 

London Calling, a weekly program 
paper published by the British 
Broadcasting Corporation, London, 
England, for overseas listeners, has 
been increased from 12 to 20 pages 
and is accepting a maximum of four | 
pages of advertisements for each 
issue. The paper is sold abroad only 
by subscription. 


Gillco in Chicago 

Gilleco Signs, Inc., Philadelphia, 
has established an office at 180 N. 
Wacker drive, Chicago, with Arnold 
F. Ohlfest as Western sales man- 
ager. 


CBS in the West 


...Just like 3739 locat programs! 


IN 3739 scattered cities and towns of the West, where gg% of 


Western retail sales are made, Columbia's brilliant programs are 


listened to regu/ar/y at night...just as though they were /oca/ shows! 


Big audience—low cost 


With more listeners, during more quarter hours, than any other 


network in the West, Columbia-Pacific springboards your program 


off to a better start...to a bigger audience. 


Yet you can fill the Western air with your programs for as little as 


$397.50 per broadcast (daytime 


time and 


talent). That's less than 


13¢ for each of the 3074 towns in Columbia’s daytime primary 


coverage area! 


One market—one campaign 


Columbia-Pacific is powered to span the West's great distances, to 


surmount its difficult terrain. It merges these thousands of scattered 


communities into one easily sold market. .. spreads your sales story 


wherever sales are made... not in hundreds of costly, troublesome 


little schedules, but ever-so-simply in one overall regiona/ campaign. 


To sell the richest per capita market in the nation (100 Western 


covers all the West 


with “local” potency 


town. Use the... 


ers buy as much as 142 other Americans!) use the network which 


for as little as 12¢ per 


Columbia Paafic Network 


\ DiVisbBiOonN OF 


THE 


COLUMBIA 


BROADCASTING 


SYSTEM 


Palace Hotel, San Francisco—Columbia Square, Los Angeles 


Represented Nationally by RADIO SALES: New York, Chicago, Detroit, Charlotte, N. C. 


Net Affiliates 
Lay Claim to 
Station Breaks 


Independents Also Rap 
FCC Report at Coast 
Meeting 


San Francisco, Aug. 6.—The In- 
dependent Radio Network Affiliates, 
holding their annual meeting here 
yesterday in conjunction with the 
convention of the National Associa- 
tion of Broadcasters, adopted a reso- 
lution strongly condemning the use 
by national advertisers of the 20- 
second station break period between 
contiguous programs sponsored by 
the same national advertiser, voted 
to oppose FCC or other govern- 
mental interference in the forma- 
tion of contracts with networks or 
regulation of program content, and 
eagerly welcomed opportunities 
now afforded to meet regularly with 
representatives of the networks to 
iron out trade practice and other 
internal difficulties. 

Following a review of the recent 
report of the three-man committee 
of the Federal Communications 
Commission on monopoly in broad- 
casting, in which much attention 
was paid to the type and character 
of the contracts now in general use 
between networks and independent 
affiliates, presented by George Nor- 
ton Jr., WAVE, Louisville, a resolu- 
tion was adopted authorizing the 
IRNA board to employ counsel to 
file a brief in opposition to the re- 
port, which has not yet been adopted 
by the FCC as a whole. 


~ 


Called Family Matter 


Contentions in the report that 
present contractual agreements be- 
tween networks and independent 
affiliates tend to lower the public 
service of the independent stations, 
create monopoly and operate against 
the public interest drew fire from 
Chairman Samuel R. Rosenbaum, 
WFIL, Philadelphia, and numerous 
other members, but the consensus, 
as indicated by the resolution 
finally adopted, was that the organ- 
ization should center its activities 
on an effort to prevent the FCC 
from assuming jurisdiction, with or 
without benefit of additional legis- 
lation, over problems which the 
independents consider themselves 
thoroughly competent to deal with 
themselves. 

Any step toward further regula- 
tion of stations, the independents 
asserted, is a step in the wrong di- 
rection, and one which is likely to 
prove seriously embarrassing to 
radio as a whole and network affil- 
iates in particular. 

It was emphasized that any action 
the organization may take with ref- 
erence to the FCC radio monopoly 
report will deal only with those sec- 
tions of the report in which net- 
work-affiliate relationships are spe- 
cifically mentioned, and that no 
attempt will be made to present the 
group’s views on any other portions 
of the report which do not apply 
exclusively to network affiliates. 

Discussion of the use of chain- 
break periods by national advertis- 
ers running two or more programs 
for different products successively 
over the same network indicated 
the strong feeling of the group that 
this practice is depriving the in- 
dividual stations of an important 
source of revenue, and disclosed that 
two or three stations have already 
refused to air such chain-break 
announcements. 

Radio regulations require station 
breaks between programs and this 
time rightfully belongs to the indi- 
vidual station, which may sell an- 
nouncements then if it desires to, it 
was asserted. 


Meetings Are Scheduled 


This was the principal subject for 
discussion between the IRNA board 
and representatives of the networks 
here yesterday, at which an agree- 
ment was reached to hold consultive 


seenansuanian — 


MEDITATION 


| 
| 
| 


L. B. Wilson, of Station WCKY, Cinci-. 
| nati, enjoys lull in NAB convention. 


| 

/'meetings—each chain to meet on'y 
with representatives of its own nc'- 
work—not less frequently than 
quarterly hereafter, at which the 
matter of station breaks and other 
problems of network-station re!.- 
tions will be discussed. 

The onus for the increasing use 
of station-break time by advertisers 
using two or more contiguous pro- 
grams does not fall on the networks, 
it was pointed out, and friendly 
joint action may make it possible 
for the situation to be remedicd 
through discussion with the adver- 
tisers responsible. 

As a result of this discussion, a 
resolution was introduced by Mark 
Ethridge, WHAS, Louisville, and 
unanimously adopted, which de- 
clared: 

“Representing the interests of all 
affiliates, IRNA is concerned 
trade practices which encroach upon 
the established and proper rights of 
affiliates. 

“Such a practice is the use with- 
out payment by a network adver- 
tiser of the station-break period be- 
tween contiguous program periods 
for separate products. 

“This practice is condemned by 
IRNA. 


Raps “Undue Compliance” 


over 


“We express the view that it re- 
sults from undue compliance by 
sales departments with efforts of 
advertisers and agencies to obtain 
entire concessions. Affiliates see in 
this practice, if continued, a threat 
to an important item of the incomé 
of affiliates without which their abil- 
ity to serve the public would bt 
impaired. 

“IRNA welcomes the 
which has been obtained by _ its 
board with NBC and Columbia to 
the effect that the ranking execu- 
tive of each network is willing t 
schedule a regular meeting quar- 
terly, or if necessary, at other in- 
tervals, in which each network wil! 
discuss, with a committee of its own 
affiliates, trade practices, recom- 

(Continued on Page 17) 


agreement 
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NEW IDEAS 


for dressing up 
YOUR CATALOG! 


if your catalog contains news, give !t 
a cover that says NEWS. Dress \' uP 
with one of the sparkling new Hammer 
mill Covers ...and give it a head star 
with your prospect. 


You'll find all the new Hammerm! 
Cover styles in the complete new 4° 


page sample book of Hammerm!! 
Cover Papers. Five new colors . ye 
stoppers, every one! Three new weight 
in white. Sandstone ... a lux is 


new finish that answers the fe 
“something different.”’ 


Send for this sample book now. Wg 
size, color, finish—it will qu.ck!¥ 
give you a new answer, and the "!£ 
answer, to nearly every cover Tr 
ment. Write on your company °‘\* 
head to Hammermill Paper \° 
Dept. G, Erie, Pa. 


AAAAAAAAAAAAAAAAAAALSAAY 


“a e : 
5, v ae _ - a 
me ve. ~*~ iy ae 
4 ee Je. a _ = : y ; 
i ile Sis 
ie ae = 3 <e a2 
ns gf 2 ae — 
oe ae _ , Sa 
set ee 4 : 
aes “a -. ai 
ee en ee be ; . > an 
ee i ae 
& bs pe 4 & ¥ bots ‘a ° 
ian, is 4 ‘ ; ae bc 
- .. Sy = f phos ea . ote a 4 
a ; saat . : 
ka 
a. 5 
ie 
edad 4 
My 
: i \ pt ba hi> -f \ee 1 Ne H ¥ t4 A>? 
Cc wh! MOE Relic Wiley Ves Hhas 
4 AYN vat Veet te tat Bt 
re VASA ig | Ven: Yo i ' 
| \°s \ i” an a8 ° hd “ ~~ os * ude 4 m <2 5. - 
: “ 4A4N SS ey ~ 
J | \ \4 a\® Jee: y ; IO | Ce . +s "i 
| NEN AE de ar |e Se 
i Ak é ” ~~ —... “OR tg a’ 2 we > Sin 4 
: a ~\at « Yah - é OE Ks CES, SP 7, 
ae be t “< | Ps 6 ak, Me. i. 2 = S ‘i 5 ~ PY); 
i ae > aw © 4 — s — a * +> F . 24, 
7 ¢ ate sd ' a * Mena? . Y 
ae H F e Gg a ‘~ 4 tome , Lie 
aay > . Se: é 4335 Pe . ; , yr 
oe g: | es 
/, ee 
je 2 dere 
a | 
sot ee 
( 
fai = | 
f ail © 
: = ) 
 ) ee OE EOE. | 
i ; . \t. af ' ae * 5 : ‘epee 
ee Stee ‘ded au a is ioe 1 ‘ 7" a ieee ee é ‘ ; ane y fy: SPF i eae ™ xi Stig : ee a oe des Oe 5 , Soe: £5 a A ads. 
rs : c? get j Pe id e a i © L an ¥ oe ‘3 ad £5 -. hee Syrage* ae ee mS a? he oe sae «2 3 
ey. a + 4 4 Pgh z he ae - +2 << a fe > fe’ of Day oe Oe eee =a ¢ 


f all 
over 
pon 
ts of 


vith- 
iver- 
| be- 
riods 


t re- 
P DY 
ts of 
btain 
ee in 
hreat 
come 
 abil- 
ld be 


dla te 
xecu- 
ing t 
quar- 
pr if- 


give it 
AS up 
in eT- 
te art 
merm 
it 40- 
mermu 
. yt 
weights 
x us 
( for 
Weight 
sucky 
yht 
rej ulre 
y ttef- 
or CO 


bbe aoe 5 e 


August 12, 1940 


re ihe al 
a Naat] a 


ADVERTISING AGE 
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‘Singin’ Sam’ 
Now Sponsored 
by 198 Bottlers 


Simple Ballads Aid 
Coca-Cola to Enter 
Nation's Homes 


New York, Aug. 8.—That repeti- 
tion and continuity—those cardinal 
principles of advertising to which 
the Coca-Cola Company attributes 
much of its sales success—are as 
applicable to spot broadcasting as 
to other media is demonstrated by 
the four-year experience of Coca- 
Cola in airing the homespun melo- 
dies of Singin’ Sam. 

“Refreshment Time with Singin’ 
Sam” has been a daily transcribed 
feature of a constantly increasing 
list of stations since the program 
was launched in 1937. In each case, 
the fifteen-minute, five-times-a- 
week show is sponsored by the 
local Coca-Cola bottler. Each bot- 
tler is offered the transcribed series 
as a recommendation of the parent 
company, but can use it or not as 
he sees fit. 

Despite the fact that the head- 
quarters office has never used pres- 
sure tactics to get bottlers of Coca- 
Cola to use the show, the number 
of sponsors has steadily increased 
until now the program is heard 
over more stations than any other 
regular commercial show, including 
both spot and network programs. 


New Peak Reached 


In 1937, 84 bottlers sponsored the 
program over their local outlets. In 
1938, the number grew to 119. Last 
year the total was 161, and at the 
present writing it is being aired 
over 198 stations, including a num- 
ber in Canada, Alaska and Hawaii. 

In the fall of 1936, Coca-Cola 
tested its formula by using Singin’ 
Sam transcriptions over about a 
dozen stations. Results warranted 
expansion, and the show was made 
available to all bottlers the follow- 
ing April. By June, 38 of them had 
undertaken its sponsorship. 

The program itself is in keeping 
with the “homefolks” appeal of the 
fegtured performer. Sam sings four 
abe on each show, with a 
mixed quartet chiming in on two of 
them. The musical background is 
supplied by a _ six-piece orchestra 
directed by Vic Arden. Sam gives 
the commercials himself in his best 
“Howdy, Folks” style. Many lis- 
teners have written letters to the 
sponsors praising the sincerity of 
the commercials. Dell Sharbutt, of 
network fame, gives the opening 
and closing announcements and oc- 
casionally does dialogue with Sam 
in the middle commercial. 

Sam tells the same refreshment 
story which Coca-Cola stresses in 
all of its other advertising. He 
speaks like the friendly small-town 
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In Syracuse: 


% Printers’ Ink's Study of 
“Families and how they 
Live" gives Syracuse a 
rating of 229—highest of 

| all cities in upstate New 


York. 


% Sales Management's Sur- 
vey of Test City Markets 
discovers 162 Agency 
Executives rate Syracuse 
second among all cities of 
100,000 to 500,000 popu- 
lation in the Atlantic 
States. 


WSYR ‘nec’ 


WSYR WIRY WKNE wnex 
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boy that he is, calls his wife ing climbed 106 per cent from May, tion of Cola-Cola. Practically all Kenneth R. Hyde Heads 
“Smiles,” and often refers to her on 1939 to May, 1940. 


the program. Further proof of listener accept- bottle carton,” although 


Power of Contrast 


ance was supplied by a survey made 


The program shows a substantial the Coca-Cola show declared they achieved through spot 
growth in audience rating during listen regularly four or five times credits much of the 


the years of its broadcast. In the 18 |q week 
cities of those regularly surveyed 
by the Cooperative Analysis of 


Promotes Home Consumption 


and intends to keep 


Broadcasting in which Singin’ Sam The program is designed almost through the medium 
is heard, the average audience rat- entirely to promote home consump-_ spot. 


‘commercials stress > “handy six- ° 
; eras Samess the J nancy =" Shenandoah Campaign 
take time off occasionally to men- Kenneth R. Hyde, manager of 
; wae ; ri » the Roanoke Hotel, Roanoke, Va., 
by Market Research Corporation of tion the Flower Arrangement 

The show, addressed largely to America earlier this year. From booklet of which Coca-Cola has dis- 
housewives, consists almost en- telephone calls made coincidentally 
|tirely of music, and is broadcast with broadcasts of the program in February. Many thousands of these doah valley. 
during the daytime. It comes as a more than forty cities, it was calcu- 
‘refreshing change to many listeners lated that an average of about 13 
who are satiated with the serial per cent of the maximum possible - ve" 
dramas which crowd the air during audience listens to Singin’ Sam. The Coca-Cola Company ex- of the campaign. 

; i “Ss “ee- “ths se > yresses satisfaction with 

the sunlight hours. Three-fourths of those tuned in to preé t ea Names Morse & Morse 
increase in Superior Brands, Inc., New York, 
family carton sales to Singin’ Sam, has appointed Morse & Morse, New 
: hammering York, to direct advertising of Ry- 


tributed over 1,000,000 copies since 


are credited to Sam’s efforts 


Satisfied with Results 


away at its” refreshment 
daytime Wheat 


has been named chairman of the 
committee in charge of a drive to 
advertise Virginia’s famous Shenan- 


C. G. Gran, Staunton, Va., is man- 
aging director of the Shenandoah 
Valley Corporation, official sponsor 


results 


Tast, a rye dough conditioner; Pro- 
Vita, a dough ingredient; and Tru- 
a natural wheat germ 
restorator. 


story 
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AN ADDITION TO THE FAMILY 


@ The word “growth” 
will not go down in 
history as descriptive of 
the turbulent Thirties. 
In many places popula- 
tion did not grow. In 
many places business 
did not grow. In many 
places goodwill did not 
show signs of growth. 
But Oklahoma City was different. It 
had a fine addition to its family. The “new 
arrival” was a healthy, vigorous increase 
of 19,128 new citizens . . . people who 
came because prospering, expanding busi- 
ness made more jobs, people who wanted to 
live here, to do business here, to share in 
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the city’s unbounded future opportunities. 

This population increase means that 
a city the size of Uniontown, Pa., Reno, 
Nev., or Inglewood, Calif., has been added 
to Oklahoma City in the past ten years. 
This healthy growth means more mouths 
to feed, more bodies to clothe, more pipes 
and more gas tanks to fill. 

And, as Oklahoma City grew, so grew 


THE DAILY OKLAHOMAN - OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE Express *® WKY, OKLAHOMA City * KVOR, CoLorRapo 
SPRINGS * KLZ, DENVER (Under Affiliated Mgmt.) * REPRESENTED BY THE KaTz AGENCY, INC. 


| an 


Paseatl 


i 


its newspapers. Today, with Oklahoma 
City’s population at 204,517, the circula- 
tion of The Oklahoman and Times has 
reached 197,817 and The Sunday Okla- 
homan has climbed to 160,565 (June av- 
erages). Oklahoma City, its market, and 
its newspapers are alive and growing. 
They never stand still. Don’t let your 
selling in this market stand still. 
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Taxing Excess Profits 


The national administration is 
committed to the enactment of ex- 
cess profits taxes, although Chair- 


man Doughton, of the ways and 
means committee of the House, 
which must originate the legisla- 


tion, expresses the general senti- 
ment when he says that an excess 
profits tax is a headache from first 
to last and can hardly be levied on 
a basis which will not work seri- 
ous hardships. 

It is agreed that the national de- 
fense program must be _ financed 
through higher taxes, and_ the 
problem therefore is one of method. 
Whether imposing “steeply gradu- 
ated” taxes on excess profits is the 
correct method is a highly debat# 
able subject, and one which will 
develop plenty of opposition before 
the proposed legislation is enacted 
into law. As usual in such cases, 
the danger is rushing through a tax 
bill which has had inadequate con- 
sideration, and which in actual op- 
eration will work hardships on 
business and hence in the long run 
on the government and the country 
in general. 

What are profits,” in 
fact? The man in the street thinks 
of them as the unusual profits 
earned by industry as a direct re- 
sult of participation in the na- 
tional defense production program 
Yet the plan most discussed by the 
experts, and presumably the one 
which will be recommended by the 
Treasury, will set an arbitrary limit 
for earnings to be taxed at the nor- 
mal rate, and will apply the excess 
profits tax to everything over that 


“excess 


limit. 
pany 


Thus in many cases a com- 
with efficient management 
and marketing policies will have to 
pay greatly increased and steeply 
graduated excess profits taxes on a 
substantial part of its normal earn- 
ings, which are affected only indi- 
rectly by the pump priming in- 
volved in the defense program. 
Another important consideration, 
too, is the purpose and effect of the 
taxes, other than as a direct means 
of raising revenue. The theory is 
that the levy will divert production 
and capital into war activities from 
channels of less value to the na- 


tional objective. This is a good 
theory under conditions where 
capital and labor are profitably 


employed for normal purposes, but 
as it happens this is not the case 
at present. We need more encour- 
agement for capital to interest it- 
self in new enterprises and thus 
increase employment. A tax aimed 
definitely at the objective of pre- 
venting new millionaires may thus 
be punitive in effect without help- 
ing to improve the economic condi- 
tion of the country. 

Excess profits taxes in the past 
have increased the volume of ad- 
vertising, since manufacturers have 
thus been able to use advertising 
on a larger scale to improve their 
position without sacrifice of net in- 
come. Yet we cannot endorse a 
tax levy which will interfere with 
the successful conduct of business 
in its service of consumers and the 
nation merely because we know in 
advance that it will 
vertising revenues, 


increase ad- 


What Do People Like? 


The first job of the successful ad- 
vertising man is to be a student of 
human nature and to find out what 
people like. Thus the interest of 
with 
reactions to the 


those concerned people and 


thei: times has 
been attracted to the unquestioned 
popular appeal of the song which 
the country has taken to its heart, 
“God Bless America.” 


the radio, at political conventions, 


Sung over 


in movie theaters and elsewhere, it 
has demonstrated an emotional ap- 
peal that has gripped people even 
more than George M. Cohan’s great 
success of 1917, 

“God Bless may not be 
a great song in the narrow, tech- 
nical 


“Over There.” 


America” 


sense It is a 


great song, 
however, because the people have 
made it so It has given men, 


women and children a chance to 
express the love of country and de- 
votion to its cause which our peo- 
ple are feeling deeply, but which 
they have not been able to express 
form When 


in articulate they 


sing “God Bless America,” 
really “And help me_ to 
prove that I deserve to be a part 
of it.” 

All advertising, to be 


they are 
saying, 


successful, 
must be in tune with the times, and 
in harmony with the deep, funda- 
mental sweep of popular emotion. 
Advertising has already taken on a 
new character and 


color because 


of the rapid changes which have 
taken place in popular psychology. 
National been put 
ahead of personal interest; patriot- 
ism, usually a quiet, taken-for- 
granted thing, is near the surface, 
and Americans are eager to find 
expression for it 


interest has 


When an advertising man hears 
a great crowd singing “God Bless 
America” with intense spirit and 
enthusiasm, should 
forget to criticize the song as a 
nusical production, and think of it 
only as an accurate and significant 
reflection of the country and the 
times 


therefore, he 


BETTER LIGHT, 


BETTER SIGHT 


Electrical Merchandising 
"But | only wanted a 150-watt bulb, dear.” 
Ad-libbi 
-li ing 
Heinz Strikes Up the Band and with these questions unan- 


Not long ago this column com- 
mented upon the upsurge of patri- 
otic sentiment in much advertising 
copy. Now comes the H. J. Heinz 
Company, one of the nation’s most 
venerable advertisers, with a color 
page that is both patriotic and nos- 
talgic about the old time band con- 
certs. The Heinz advertisement, 
however, has the additional advan- 
tage of being an excellent example 
of institutional copy. 

“Remember,” begins the copy 
beneath a painting of the old time 
band in action, ‘ . the band con- 
cert of a summer’s evening in your 
home town? 

“You knew the men of the band. 
They were’ farmers, carpenters, 
tradesmen, the newspaper editor, 
the doctor’s son You knew their 
‘pieces,’ too. The repertory ran to 
marches—brisk, loud. and stirring. 


'Sousa’s Washington Post . . . Ta-Ra- 
|'Ra-Boom-De-Ay, heavy with cym- 


bals ... a Strauss waltz now and 
then ... Swanee River... In the 
Sweet Bye and Bye. 

“Night noises filled the breaks in 
the music... crickets and tree toads 
like fiddles, far away, the soft cello 
coo of sleepy doves, and every once 
in a while a bullfrog chiming in 
like a big bassoon.” 

Another paragraph about the 
changes time has wrought afforded 
Heinz the opportunity to sound its 
own horn in a modest fashion: 

“Good wholesome things, whether 
they be food or custom, have a way 
of becoming a permanent part of 
American life. Long before most 
of you were born, Heinz foods were 
lending their goodness to family 
get-togethers after the band con- 
cert. And though Heinz methods 
and facilities have improved from 
year to year to keep pace with the 
times and changing habits, Heinz 
continues faithfully to old-fashioned 
careful old-time 
and well-remembered 
flavors.” 


recipes, ways 


tastes and 


Colgate Complication 

Yesterday we were reading the 
Colgate advertisement in Liberty: 
a cute little comic strip about Sally 
and Walter and Celia Celia has 
been going with Walter but a new 
man has come into the picture and 
Walter is on the way out Sally, 
Celia’s kid sister, tells him why 
Case of bad breath. Naturally, Wal- 
ter goes to the dentist. finds out 
about Colgate’s and wins 
hand. All's well 

Today we opened up The Satur- 
day Evening Post to the Colgate 
advertisement. The girl is obvi- 
ously the Celia of yesterday and 
Liberty. She's called Sis now, how- 
ever, and a few other details are 
also changed. She has a_ brother 
instead of a kid sister. Her boy 
friend’s name is George and not 
Walter The kid brother’ gives 
George the same story that Walter 
got from Celia. George goes to the 


Celia’s 


dentist, gets a tube of Colgate’s and 
in the last strip gets engaged to the 
girl. 

Frankly, this left us all mixed up 


swered. Is she engaged to both 
George and Walter? Incidentally, 
how did she happen to ever get ac- 
quainted with two fellows who both 
had bad breath? Will she marry 
George or Walter? What happened 
to Sally, the kid sister? What hap- 
pened to the two other fellows who 
were cutting out George and Wal- 
ter? Did they get bad breath? How 
come that both George and Walter 
went to the same dentist? Why is 
the dentist laughing in one adver- 
tisement and serious as a judge in 
the other? 


Poem by Shakespeare, Jr. 


Will Shakespeare made his bow 
the other day as a copywriter for 
Life Savers, only this Shakespeare 
had a Jr. tacked onto his name. 


AID FOR LOVERS 


COWS and LOVERS 


by Will Shakespeare, Jr. 


Ye breath of cows, ‘tis said, is pure and sweet 


And cows, you may observe, rub noses when they mee® 


Yet breath of man and maid is ofttimes bad 


Which maketh rubbing bps occascon rather sad 


west of LTPP SAVERS 
14 mm anal t favors. It's Cols candy form— 


The picture copy shown here is a 
distinct transition from the pretty 
girl theme which has been used in 
much of the company’s recent copy, 
although romance still seems to be 
the basic idea—romance with Life 
Savers, we mean 


Jottings ... 


The pipe of peace has been 
smoked by the advertising depart- 
ments of the three Cincinnati news- 
papers. Competitors on the street, 
they have formed the Three Point 
Club with W. U. Wiley of the Cin- 
cinnati Enquirer as first president. 


—— 


Information 
for 
Advertisers 


The following documents may 
secured without charge from co 
panies sponsoring them, or throu 
ADVERTISING AGE, by any natio; 
advertiser, or advertising ager 
executive writing on his busin 
letterhead. 


No. 1689. Preliminary Report 
New York City’s Civil Serv 
Market. 

A market composed of 
workers, whose annual income 
$644,450,000, is revealed in th 
preliminary findings of a survey of 
government employes in New Yo: k 
City now being made by the Ci || 
Service Leader. The report sum- 
marizes federal, state and city wor .- 
ers and their spending power, ard 
outlines coverage of the group by 
this publication. 


283,740 


No. 1690. 1940 Preliminary Po; - 
lation Figures for Allegheny 
County. 


The Pittsburgh Press has issucd 
this map and table showing popu':- 
tion figures by city, borough and 
township for Allegheny County, 
based on preliminary releases of the 
Bureau of the Census. The table 
compares the new figures with those 
of 1930. 


No. 1691. Indianapolis — a Repre- 
sentative Real Estate City. 
Activities of its Indianapolis read- 
ers in home building, property man- 
agement and building moderniza- 
tion are summarized in this survey 
issued by National Real _ Estate 
Journal. A report of reading habits 
indicates subscribers’ influence in 
the Indianapolis building field. 


No. 1692. An Independent Survey 
of the Aeronautical Magazines 
Aero Digest has issued this survey 
of aviation trade publication reader- 
ship made among executives, pur- 
chasing agents, engineers and pro- 
duction managers in the aeronautl- 
cal field. Tabulations show fre- 
quency and extent of attention to 
these publications and their adver- 
tising content. 


No. 1678. Reagan Owen’s Letter 

This brochure, issued by Farm & 
Ranch, introduces a merchant of 
Athens, Tex., tells about his ideas 
on reaching the farmers and ranch- 
ers of the Southwest and lets him 
give the reasons. In addition to the 
story of a survey of leading small 
town merchants, showing lines of 
merchandise carried and the per- 
centage of business coming from 
farmers and ranchers, the book tells 
about the publication’s circulation, 
editorial program and dealer mer- 
chandising help. 


No. 1655. 
Meter. 
Cosmopolitan offers the user of 
this Reading-Meter a chance t0 
compare  cover-to-cover reading 
time of Cosmopolitan and the aver 
age general magazines with nationa! 
weeklies and women’s magazines 
Time is findable for each pubiica- 
tion on two dials, one for readers 
of 300 words a minute, and tm 
other for those whose rate ] 
vords a minute. 


Cosmopolitan’s Reading- 


No. 1676. The Great Pacific ast 


Market. 

This folder, issued by the Sa" 
Lake Tribune-Telegram, discuss® 
the Sunday Salt Lake Tribune 
coverage of its market ares ane 


shows by means of figures and ™maP® 
how the Tribune's circulatio! 
pletes the Pacific Coast pictt 


No. 1645. Proof. 
In this brochure, Look mon 
strates its ability to sell m chan 


tailers’ 


dise. Reproductions of ! ste 
newspaper advertisements whl 
tie-in with Look’s national : ounts 
and editorial matter, and letter 


recounting results of the e-ups: 


tell the story. 
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JOINS EUREKA 


George T. Stevens, who has joined Eu- 


reka Vacuum Cleaner Co., Detroit, as 

vice-president in charge of sales. He 

came from Crosley Corporation, where 
he headed the refrigerator division. 


natural reaction will be to take a 
better room at a higher rate than 
the hotel has ever been able to sell 
him. In addition to this, his credit 
card covers all his expense for food 
and entertainment, all of which 
must be spent in the hotel. 


The roadside hotel or auto camp 


Duquesne Brewing Wins 
Label Injunction 

Duquesne Brewing Company, 
Pittsburgh, has been granted a pre- 
liminary injunction in the Federal 
Court there enjoining the Windber 
Brewing Corporation, Windber, Pa., 
from continuing the preparation and 


Lunn Quits Woodyard 


Richard D. Lunn has resigned as 
vice-president of Woodyard Associ- 
ates, New York, to become vice- 
president, general sales manager 
and a director of U. S. Postal Meter 
Corporation, New York. 


“Southern Georgia” 
New Supplement 


Southern Georgia has been estab- 
lished in Atlanta as a supplement 


for weekly newspapers. 
The initial issue consisted of 
eight pages. Frances C. Lane and 


Guy Alford are the owners. 


Credit Card Plan 
to Help Control 
Travel Costs 


Chicago, Aug. 
Hotel Service Company, Chicago, 
worked out a national credit 
service which offers the solu- 
effective expense account 
and fills a long felt need 
of business houses and the nation’s 
hotels. 

The service, patterned after pre- 
vailing gasoline credit cards circu- 
lated by major oil companies not 
only reduces general sales expense 


8.—Continental 


has 

Cal d 
tion to 
control, 


for manufacturers but also brings 
more business to the hotels. Under 
the plan a corporation may turn 


over handling of all hotel expenses 
for its sales and executive force to 
the Continental Hotel Service Com- 
pany. 

All traveling members of a com- 
pany’s staff are given coded credit 
cards entitling them to charge hotel 
expenses up to specified amounts 
nm such items as rooms, meals, 
laundry service, telephone calls, etc., 
vhile on company trips. At the end 
f the month, Continental furnishes 
the participating firms with item- 
zed statements, and acts as a clear- 
ng house between the hotel and the 
firm. It guarantees 
the credit of participating compa- 
nies 


Ousiness also 


Effect on Salesmen 


The commercial man operating on 


limited cash budget often takes 
the lowest possible priced room in 
rder to chisel on his expense 


ceount to cover items not ordinarily 


ermitted by his firm. Under the 
edit card plan, the commercial 
nan can’t chisel at all, and his 


MORE 


Per Wage 


SALES 


arner In 


O WATTS — 560 KC 
BLUE - - FULL TIME 


Represented By 7 
INTERNATIONAL RADIO SALES 


is a serious factor in the survival printing of labels which Duquesne Brodhead Resigns - 
of the small town hotel. At present, — infringed its own trade N. Boyd Brodhead has resigned WIP Dedicated 
the oer greioren of small town | Mark. i Te. Me lo ge ng hed R 4 ta The new 5,000 watt transmitter 
commercia usiness is going to Magazines, inc., bul will conunue and building of WIP, Philadelphia, 
tourist camps. Under the plan ICS Uses Defense Theme oY 1 ey are "Yo ene R Px: was dedicated Aug. 1 with a two- 
offered by the Continental Hotel International Correspondence ore ss. gaat New York industrial hour program on which appeared 
Service Company, credit cards are Schools is opening a campaign with af re cen in radio, government and 
available only to hotels, which the theme of training man power to gp: _—, 
means a large volume of the pres- meet the national defense emer- Film for Buffalo 7 a 
ent tourist camp business will be 8¢m¢y. A spread in August Factory Half a hundred of the prettiest Flagstaff to Lewin 
directed to the hotels in spite of the Management will be followed by girls in Buffalo have been picked Greenspan Brothers, Perth Am- 
ideas f individual va sakes space in consumer and business by representatives of the Buffalo boy, N. J., packer of Flagstaff food 
es 6 2 Yah commercial publications. N. W. Ayer & Son, Publicity Board to appear in a color products, has appointed A. W. Lewin ne 
men. Inc., is handling the advertising. motion picture advertising Buffalo. & Co. to handle its account i 
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Complete proof 
this book. Write, wire, 


phone for your copy to- 


day. See for yourself 


how Outdoor Advertising 


gives the most when America buys the most. 


Ocrvoor Abpverrisine [ncoRrPoRATED 


National Sales Representative of the Outdoor Industry 
60 East 42nd Street, New York City 
Atlanta - Baltimore - Boston - Chicago - Cleveland - Detroit * Houston - Los Angeles - Philadelphia - St. Louis - San Francisco 
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‘Nenopely’ on 
Score Card Dead 
in Pittsburgh 


Pittsburgh, Aug. 7.—The_ score 
card “monopoly,” which has existed 
for years at Forbes Field, home of 
the Pittsburgh National League 
Baseball Club, was shattered here 
when Federal Judge F. P. Schoon- 
maker ruled that a five-cent pro- 
gram sold outside of the park does 
not infringe a copyright held by the 
publisher of the ten-cent product 
within the grounds. 

The “monopoly” idea has long 
since been exploded in other major 
league cities, even newspapers 
printing score cards in their early 
editions to compete with the 
“official” score card sold in the 
parks. 

A Prompt Retort 

The Penn Sport Service Company, 
publisher of the Pirate card, insisted 
on its rights when M. J. Goldstein 
began competition this season on 
the other side of the 
promptly filed a copyright infringe- 
ment suit. 

In ending this tempest in a tea 
pot, the court held that the Penn 


fence. It) 


——— 


Sport copyright, filed two days after 
the competing card appeared, is 


invalid. Mr. Goldstein testified that aoe er toot — Bnd Bo = 
he obtained names and numbers of Rook CLASSIFICATION Expenditure Total Spot Expenditure Rank Rank 
players from personal observation, | Foods and Food Beveraces $ 7.729.130 23.14 $21,774,705 | 
rather than by plagiarism. 2 Druas and Toilet Goods 6.940.410 20.78 19,443,574 2 . 
Judge Schoonmaker, who is not 3 Lubrice snd Pe m Products 3.286.240 9.84 3,187,964 6 3 
only a jurist, but a baseball fan, 5 Cigars, Cigarets and Tobacco 2,338,760 7.00 8,780,469 3 4 
closed the battle of the century by 4 snd S ware 2,141,520 6.4) 85,095 18 5 
telling Mr. Goldstein that his 6 § ps and H usekeepers Supplie | 779 490 5.32 7,618,951 a 6 
“score” card is loaded with errors 0 Cc ct and Soft Drinks | 480,560 4.43 se phe ; 7 
in numbers of players and the 4 on ‘ sick bina oo fr et - a 3 : 
batting order. oo | 055 140 315 4.154.923 s re 
: - Rad rr }7ac 3nd Mu ica nstrument 725,330 2.17 1,065 515 8 | 
Columbia Recording 2 House Furnishings 561,800 oo 16.002 0 12 
Begins Trade Drive Shoes and Leather Good 517,720 l. 243,884 6 13 
Columbia Recording Corporation, > Clothie d : Dw © r m5 rh = a ae “1 i 
Bridgeport, has begun a_ business 1 ‘Sesnediah widl teeemiad 358.560 107 385.770 12 6 
paper campaign to introduce its ee iis ek Ciel ioai 281 640 0.84 470 671 1 17 
ee ee on eee 15 Machinery and Farm Equipment 242,600 0.72 266,987 i5 18 
cording division. olumbia vas een ‘< Galen cad Wil 203 880 0.61 2236 29 19 
recording in recent months for . ir nn Nese Rea eed 184 760 O55 7272 T - 
Lang-Worth Program Service, New et 8 ar oithir he eagle ea cacy ate 20 
York, a pioneer firm in tax-free | 16 Building Materials and Equipment 157,350 0.47 130,204 17 2 
* , vente 2 ints and Hardware 9 As 274,333 14 22 
music which is capitalizing upon 2 Pa 4 Hardwa 50 950 0.15 : 
the advent of Broadcast Music, Inc., | 2 Sportin 3 Goods 13 820 0.04 23 23 
as a competitor for American So- 23 Office Equipment 2,950 24 24 
lciety of Composers, Authors and ERR Cw SReeTBEGRRTC 
Publishers. Tota $33,392,850 100% $83,113,813 
Jerry Ellis has joined Columbia 


NATIONAL SPOT EXPENDITURES FOR 1939 BY PRODUCT GROUPS 


as manager of its Chicago office. He 
|has been with World Broadcasting 
|\System, New York. Columbia Re- 
cording is a subsidiary of Columbia 
Broadcasting System. Benton & 
Bowles has the CRC account. 


Petri Names E-W 


Petri Wine Company 
pointed Erwin, Wasey & Co. of the 
Pacific Coast to direct its account. 


The Senators and Wheaties and WBT 


> + 


Wheaties car. 


“Hornets” 


linians for W BT, then 


. hit a homer in Hickory, N.C. 


The town buys a freight carload of Wheaties... 
the mayor breaks the seal...and WBY broadcasts 
the big league ball game from Hickory... hit- 


ting another homer... for listeners and sponsor. 


Russ Hopes, WB'T sportscaster, now practices a unique method of broad- 
casting play-by-play major league baseball. It started in Hickory, N.C....71 
miles from Charlotte. The local merchants got together, ordered a carload 


of Wheaties, had the sealed car shipped to the railroad station siding. 


In exchange, Hodges came to town. 3000 people, from all around Hickory, 


came too, Bands played, people cheered, the Mayor broke the seal on the 


..and Hodges broadeast his day’s play-by-play wired reports to 


all of the Carolinas right from the railroad station at Hic kory » = oe 


It was a hit. Other towns heard about it, asked for local repeats. Gastonia, 
N.C., Salisbury, N.C., Greenville, S.C....they’re all on the schedule for 


4 ” . ° 
their own “remotes.” And more requests are pouring In. 


It’s a typical WBT “first”... bringing radio even more closely into the lives 


of WRT listeners... making radio even more effective for WBT advertisers. 


WBT broadcasts the only major league play-by-play baseball in the South 


. wired games of the Washington Senators, for whom the Charlotte 


isa “farm team’. Add to the complete listener loyalty of Caro- 


added loyalty to their “home team’’—Washington 


ind the combination is something to sing about. 


WBT « 50,000 WATTS - CHARLOTTE, N.C. 


Owned and operated by Columbia Broadcasting System. Represented by 


Radio Sak s Ni “ York, Chic ago, De troit, St. Louis, Los Ange les, San I: rancisco 


Cy 
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$100,000 Bracket 
in Spot Radio 
Gets 23 Recruits 


79 Advertisers in Select 
List, Latest Analysis 
Shows 


New York, Aug. 8.—National ad- 
vertisers spent $33,392,850 in spot 
radio during 1939, ApverTISING AGE 
estimated this week in its second 
annual analysis of expenditures in 
this classification. The figure rep- 
resents an increase of approxi- 


|mately 8.5 per cent over the na- 


tional spot total for 1938. 

In registering this increase na- 
tional spot maintained its important 
place in the radio picture, account- 
ing for about 26 per cent of all ex- 
penditures on the air. The national 
spot rise in 1939 compared with an 
increase for network expenditures 
of 11.2 per cent over 1938, and an 
increase for local time of 10.2 per 
cent over the previous year. 

One of the most significant trends 
noted in national spot during 1939 
was the increase in the number of 
advertisers who spent over $100,000 
in this medium. The 1938 analysis 
showed 56 advertisers in this cate- 
gory, while the 1939 breakdown 
found 79 advertisers in this bracket. 
These 79 companies spent a total of 
$21,543,400 in national spot, thus ac- 
counting for 65 per cent of all ex- 
penditures in this medium. 


Shifts in Big Four 


The “big four” of spot radio dur- 
ing 1939, each with an expenditure 
of more than $1,000,000, continued 
at the head of the parade as they 
did in 1938. The quartet consisted 
of Bulova Watch Company, General 
Mills, Standard Oil Company of 
New Jersey and Procter & Gamble. 
While Bulova remained in_ first 
place with an estimated expenditure 
of $1,800,000, the ranking of the 
other three shifted somewhat, Gen- 
eral Mills moving from third to 
second place; and Standard Oil and 
P&G to third and fourth 
respectively. 

Other noteworthy developments 
in the national spot picture during 
1939 were the disappearance of 
General Motors and American To- 
bacco Company from the list of 
those spending over $100,000. Both 
ranked high in 1938, General Motors 
in fifth place, having spent over 
$500,000, and American Tobacco in 
ninth place, with over $250,000. The 
G-M figure for 1938 was chiefly ac- 
counted for by an extensive Chev- 
rolet spot campaign, an effort which 
was dropped last year. Although 
American Tobacco will undoubtedly 
regain its high ranking when the 
totals for the current year are com- 
piled, due chiefly to the 2', minute 
transcription campaign for Luckies 


places, 


now drawing to a close—this ac- 
tivity didn’t get under way until 
April 1, 1940. Last year most of 


the radio promotion of Luckies co» - 
sisted of network shows. 

Kroger Grocery & Baking Co - 
pany moved up into fifth place aid 
the second highest expenditure 
category during 1939, its record be- 
ing estimated at just over $500,000. 
The previous year Kroger was in 
eighth place with an expenditure 
slightly below the half-million 
mark. 

The breakdown of 1939 national 
spot expenditures by product clas 
fications shows that despite a slight 
decline from its 1938 figure, the 
foods and food beverage group re- 
tained first place with a total of 
$7,729,130. Drugs and toilet goods, 
showing a rise over 1938, held sec- 
ond place with $6,940,410; and lu- 
bricants and petroleum products 
continued in third place with a rec- 
ord of $3,286,240, also an increase 
over the 1938 figure. 

Cigars, cigarets and tobacco, in 
fifth place during 1938, usurped the 
fourth spot held by jewelry and sil- 
verware in 1939. Both classifica- 
tions showed increases over 1938, 
the respective totals being $2,338,- 
760 and $2,141,520. The only other 
important change in the ranking of 
the first ten classifications occurred 
when confectionery and soft drinks 
jumped from tenth to seventh place, 
thanks to a 47 per cent increase 
over 1938 which brought the figure 
to $1,480,560. 


Many Sources Checked 


As pointed out in these columns 
last year, when ADVERTISING AGE 
presented its initial study of na- 
tional spot expenditures, the figures 
must necessarily be considered es- 
timates because there is no 
authoritative source of information 
on statistics covering this medium 
This has made necesary the corre- 
lation of data from separate sources, 
each of which is unquestionably ou- 
thoritative as far as it goes. 

These sources are Publishers In- 

(Continued on Page 20) 
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SHIFTS TO AGENCY 


F, J. 
Award for promotion of electric ranges 
as advertising manager of the Tampa 
Electric Company, has joined Ralph H. 
Jones Company, Cincinnati. 


Lacey, who won the Hughes 


Study Relation 
of Size, Returns 
in Newspapers 


New York, Aug. 8.—Although it 
is still too early to draw definite 
conclusions from the continuing 
study of newspaper reading con- 
ducted by the Advertising Research 
Foundation, an official analysis of 
15 studies issued this week threw 
light on the question of relationship 
between the size of an advertise- 
ment and the readership accorded it. 

From data gathered thus far it 
appears that there is more than a 
casual relationship between reader- 
ship of national advertisements and 
size of space used. This probability 
is most evident in the automotive 
field, where an almost constant 
increase in visibility and readership 
is found as the size of copy is 
expanded. While men’s latent inter- 
est in automotive copy appears to 
be somewhat greater than that of 
both sexes increased re- 
sponse to about the same degree 
in the bold copy in large 
pace 


women, 


case of 


Medical Ads Popular 


Thus, car copy of 1,000 lines and 
attracted a maximum of 54 
per cent of the men and 33 per cent 
of the women. This was the greatest 
attention accorded any copy by men, 
but women appear to be more 
catholic in their They lav- 
ished great attention on both tobacco 
ind medical advertising, which was 
read by a maximum of 66 per cent 
of women. The tobacco copy achiev- 


Ove! 


tastes. 


ing this goal was 1,000 lines and 
ver, while the medical copy ranged 
trom 500 to 999 lines. 


Medical copy of 500 to 999 lines 
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RECORDING & STATISTICAL CORP. 
102 Maiden Lane, New York. N. Y. 


SOSTON CHICAGO DETROIT 
MONTREAL TORONTO 


also was widely read by men, 50 
per cent being the high mark 
reported. Thus this maligned classi- 
fication appears to attract more 
attention than any other when it is 
advertised in large space. Returns 
decline sharply when the old 
familiar prescription of small space 
and a solid block of copy is used. 
The formula might be tentatively 
set down in this way: 

By doubling the size of his space, 
the medical advertiser gains a 600 
per cent increase in attention value 
among men and only slightly less 
from women. 

Tobacco advertising appears to 
possess the greatest appeal to both 
sexes. If any success stories are 
to be written by the use of small 
space in newspapers, the grocery 


field seems to offer the 


opportunities. 


WGOV Takes Air 


Station WGOV has gone on the 
air at Valdosta, Ga. It is controlled 
by Governor Rivers, of Georgia. 
J. H. Holman has applied to the 
FCC for permission to establish a 
second station in Valdosta. 


greatest 


Tigo Coffee Bows 

Giant Tiger Super Markets, Phila- 
delphia, is using newspapers to in- 
troduce its new Tigo coffee, sold in 
vacuum pack at 20 cents per pound. 


Milner Joins WBZ-WBZA 


Howard Milner, formerly with 
Station WESX, Salem, Mass., has 
joined the sales staff of Stations 


WBZ-WBZA, Boston. 


WHODH Opens N. Y. Office 


WHDH, Boston, has opened a 
New York sales office at 366 Madi- 
son avenue with George M. Watson 
Jr., formerly with Lever Brothers 
Company, as national sales repre- 
sentative. 


WJAX Seeks F-M 

Station WJAX, Jacksonville, Fla., 
has asked the Federal Communica- 
tions Commission for permission to 
adopt frequency modulation broad- 
casting. 


ANA Admits Ben-Burk 


Ben-Burk, Inc., Boston, has been 
elected to membership in the As- 
sociation of National Advertisers. 
Harold I. Reingold, advertising 
manager, will represent the com- 
pany. 


Four Name Wettlin 


Wettlin & Co., Camden, N. J., has 
been appointed to handle the fol- 
lowing accounts: Camden Commer- 
cial College, Sunset Memorial Park 
and Apex Business Builders, all of 
Camden; and Churchtown Develop- 
ment, Salem. 


‘ Cad 

Represents “Opera News 

Opera News, New York, has 

appointed Casman, Cook & Curtis 

national advertising representatives 

The weekly will change to 7x10 
page size in October. 


Miss Jones Advanced 

Rebecca Jones has been appointed 
advertising manager of Koos 
Brothers, furniture store of Rahway, 
N. J., after a year in the advertising 
department. 


“This sure will be easy to 
take, Tom, after spending 
the afternoon in that con- 
ference on Fall schedules.” 


“Hope it’s as easy to take as NEWSWEEK 


was, when you told ’em how its July gain 
was 113% in revenue, 68% in linage.”’ 


%And latest P. I. B. figures further spotlight NEWSWEEK'S rapid rise in advertising 
acceptance. For the first half of "38, NEWSWEEK was 25th among all general magazines 
in revenue, for the first half of °39, it was 18th, and now in 40, NEWSWEEK is in 14th 
place. One reason: NEWSWEEK reaches over 400,000 above-average informed families. 
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August 12, 1949 


)'4-Minute Spots 
Do 26-Week Job 


in 18 for Luckies 


Unique Spot Radio Fare 
Used on 62 Stations 
in N. Y. Area 


New York, Aug. 8.—Perhaps the 
most unusual spot radio campaign 
of the year came to an end last week 
when American Tobacco Company 
concluded an 18-week series of two 
and one-half minute transcriptions 
which combined a time signal, com- 
mercial and “Hit Parade” musical 
selection. 

Sixty - two. stations throughout 
New York, New England and East- 
ern Pennsylvania carried the Lucky 
Strike series. Number of spots used 
per week on each station varied 
from 15 to 130. The drive was be- 
gun over eight New York City sta- 
tions April 1, and was extended to 
the rest of the territory six and one- 
half weeks later. 

An official of Lord & Thomas, the 
agency in charge, told ADVERTISING 
AGE that the unusual campaign had 
been “very successful.” Originally 
mapped as a 26-week drive, it was 
terminated earlier because desired 
results had already been achieved 
after 18 weeks. The Lucky Strike 
decision to add another network 
show to the fall by undertaking 
sponsorship of “Information Please”’ 
was probably another reason con- 
tributing to the decision to termi- 
nate the spot activity. 

Becomes a Byword 

“Say, have you got the time?” 
the phrase which began each Lucky 
Strike transcription, became a 
household byword among radio list- 


eners before the campaign was 
many weeks old. It became a 
favorite line for  gagsters, and 


never failed to draw a laugh. 

Each of the two and one-half min- 
ute broadcasts was aired on the hour. 
The announcer’s question as to the 
time was answered by a _ Luckies’ 
tobacco auctioneer who sang out 
“It’s 10 o'clock” and then went into 
the almost unintelligible chanting 
known to all listeners to Lucky 
Strike network broadcasts. 

At the end of the chant, when the 
hour was repeated, the announcer 
replied, “Thanks, have you got a 
song to go with that?” Then the 
song which ranked on the current 
“Hit Parade” at the same number 
as the hour was rendered by per- 
formers heard on Lucky Strike net- 
work shows, including Kay Kyser, 
Barry Wood, Mark Warnow, Orrin 
Tucker and Bonnie Baker. Since 
the “Hit Parade” numbers ten songs, 
plus several “Lucky Strike extras,” 
one of these “extras” was used for 
transcriptions aired at 11 and 12 
o'clock. 

The repertoire was changed each 
week to keep pace with shifts in the 


A NEW APPROACH TO THE NEW YORK MARKET 


WBNX 


WATTS 
DAY ane NIGH 


Itow York 


Now 5OO 
Durechional mer 


YOUR BEST NATIONAL SPOT BUY 


HE New York Metropolitan 

Area—completely covered 
by the half millivolt signal of 
WBNX—contains eleven mil- 
lion persons of whom 69°/, 
are foreign born. 


WBNX offers a highly special- 
ized and intimate approach 
to this vast group with pro- 
grams which appeal, also, to 
the English dialing audience. 


WBNX-NEW YORK 


ADMEN DOUBLE AS TEACHING MOGULS 


Neal Lang (right), sales manager of the Hotel New Yorker, lectured before 
the advertising and business promotion class in the summer school of the de- 
partment of hotel administration at Cornell recently. Shown with him are Prof. 


H. B. Meek, in charge of the school, 
Needham & Grohmann, New York, 


and H. Victor Grohmann, president of 
who is the instructor in this course. 


standing of the “Hit Parade.” 
Allowing for two new “extras” each 
week, and an average of two new 
songs to reach the top ten each 
week, four replacements were made 
during the average week. 

The two and one-half minute 
time unit employed, as well as the 


novel formula devised, marked a 
new development in spot radio, It 
was the first Lucky Strike spot 


campaign since one-minute tran- 
scriptions were used two years ago 
to capitalize on the popularity of 
the tobacco auctioneer’s chant, then 


a new addition to Lucky Strike 
radio fare. 

Powerad Moves 

The Powerad Company, New 
York advertising company, has 


moved to 303 Fourth avenue. 


Issues Rules for 
Collection of 
Canada War Tax 


Ottawa, Ont., Aug. 9.—The Cus- 
toms Division of the Department of 
National Revenue has issued regu- 
lations governing payment of the 
new 10 per cent war exchange tax 
levied on exports from the United 
States, among other countries, in- 
cluding publications and advertising 
matter. Tax stamps are available 
in denominations of from one-quar- 
ter cent to ten cents. Stamps may 


be purchased from the Commis- 
sioner of Customs. 
The rules provide that United 


States value must be increased by 
the Canadian exchange depreciation, 
amounting to 11 per cent, to com- 
pute the Canadian dollar value, on 
which the tax will be based. 


Home Price Prevails 


The value of each publication 
forwarded by mail to_ individual 
subscribers in Canada is held to be 
the weighted average subscription 
unit price in the country of expor- 
tation, this being arrived at by 
dividing the total number of issues 
sold by subscription in the home 
market during the previous 12 


months into the total amoun;: 
charged subscribers, for each pub- 
lication. 

The value of publications pu 
chased and imported by wholes; 
news agents or dealers in Cana 
is held to be the regular home m 
ket selling price to similar custon 
ers in the country of exportation 

Thus, if a monthly paper charg: 
$6 per year, the value in Canadi 
funds would be $6.66. The tax 
10 per cent would amount to | 
cents, which, divided by 12 issuc 
would give a tax of $0.0558 p 
issue. The actual tax assessed wou 
be 5! cents. 


Faber Quits Collier 

Edwin C. Faber, who succeed 
the late Barron Collier more th: 
a year ago as president of all Co 
lier-controlled transportation adve 
tising companies, has resigned. H 
expects to continue in the field « 
car card advertising, and will 1 
veal his plans soon. 


Graflex Plans Contest 

A golden anniversary prize cor 
test is being planned by the Folme: 
Graflex Corporation, Rochester, fi 


pictures taken with a _  Grafle 
Graphic or Crown View camer: 
products of the company. Hutchi: 


Advertising Company handles t! 


account. 


(GROCERY MANU. 


DURING 


Allied Store Utilities Co. 
American Can Co. 

American Cranberry Exchange 
American Duplex Co., Inc. 
American Fruit Growers 
American Maize Products Co, 
American Pop Corn Co. 
American Products Company 
American Satety Razor Co. 


Joseph Burnett Co. 
Burroughs Adding Machine Co. 


California Fruit Growers 
Exchange 

Calitornia Lima Bean Association 

California Olive Assn. 

Calitornia Packing Corp. 

California Prune & Apricot 


THE LAST 12 MONTHS THESE ADVERTISERS HAVE INFLUENCED 


Columbus Showcase Co. 

Corn Products Refining Co. 
Cranberry Canners, Inc. 

Cream of Wheat Corp. 

Crown Cork & Seal Co. 

Cube Steak Machine Co. 
Cudahy Packing Co. 

Curtis Retrigerating Machine Co. 


R. B. Davis Sales Co. 


RS PUT THEIR 


General Foods Ce ry. 


General Seatoods ( orp. 
Gerber Products Co 
Glass Container Ass 


Good Housekeeping 


Gorton-Pew Fisheries Co., Ltd. 


Glad Rag Products Corp. 
lation 
Globe Slicing Machine Co. 


DEALERS THROUGH THE PROGRESSIVE GROCER 


Ivanhoe Foods, Inc. 


General Retrigeration Corp. 


Japan Canned Crab Packers 

x I xporters Associatior 
Jerg ns Woodbury Sales Corp 
“The ‘Junke t’ Folks” 


Kawneer Company 


American Slicing Machine Co, Growers 


American Sugar Refining Co, 

American Wire Form Co, 

Anheuser Busch, Inc. 

Armour & Co. 

Armstrong Cork Co. 

Atlantic Service Corp, 

\utomatic Gas Steam 
Radiator Co. 


Wm. G. Bell Co. 

Bemis Bro. Bag Co, 

Be st Fo« is, Inc. 

Black Flag Co. 

Boss Manufacturing Co. 

A. S. Bovle Co. 

Br izil Nut Assn. 

Brunner Manufacturing Co. 
FE. O. Bulman Mtg. Co. 


Calitornia Walnut Growers 
Association 

Campbell Soup Co. 

Canada Dry Ginger Ale, Inc. 

Canned Salmon Industry 

Carrier Corp. 

Celotex Corp. 

Chappel Bros., Inc. 

Che vrolet Motor Co. 

Christian Science Monitor 

Church & Dwight Co., Inc. 

Cincinnati Time Recorder Co, 

Clamp Swing Pricing Co. 

H. H. Clapp Co 

Clorox Chemical Co. 

Coc al Cola Co. 

Colgate-Palmolive-Peet Co, 

Colonial Art Co., Inc. 


Dodge Division, Chrysler 
E. l. DuPont de Nemours 
& Co., Inc. 


Emm-An-Cee Co. 
C. FE. Erickson Co. 
Esdorn Lumber Co. 


Flako Products Corp. 
Frank H. Fleer Corp. 
Florida Citrus Comm. 
Folding Basket Carrier Co, 
Ford Motor Co 

Ed Friedrich Sales Corp. 
Frick & Co. 

Frigi saire Corp. 

Fruit Dispatch Co. 


Genera! Electric Co. 


Corp. 


Gritin Manutacturing Co. 


Hawaiian Pine 
Hazel Ar] 
Hecker Products Corp. 

H. J He inz Co. 

G. F. Heublein & Bro. 

C. V. Hill & Co., Inc. 
Hobart Manufacturing Co, 
Geo. A. Hormel! & Co. 
Hygienic Products Co. 


Hygrade Sylvania Corp. 


ipple Co. 


is Glass Co. 


Institute of American Meat 


Packers 

International Cellucotton 
Products Co 

Internat | Harvester Co, 


International Salt Co. 


Kellogg Co. 
Kingan & Co. 
Knox Gelatine Co. 
Koch Retrigerators 


Kratt Cheese Co. 


Journal 
mont, liss & Co. 
ver Bro " 

bby, McNeill & Libby 


abbey-Owens-Ford Glass Co 
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ADVERTISING AGE 


Nel Affiliates 
Lay Claim to 
Station Breaks 


(Continued from Page 10) 
mendations and complaints regard- 
ing operating policies. 

“(RNA requests its board to in- 
struct such committees to continue 
to endeavor to obtain from the net- 
works cooperation towards the re- 
Auction and elimination of the 
trade practice above condemned.” 

A motion that IRNA go on record 
pefore Judge Landis, baseball com- 
missioner, as opposing the sale of 

| broudeast rights to the world series 

en an exclusive basis was tabled 
afte considerable discussion, in 
which it was strongly opposed by 
John Shepard III, Yankee Network, 
and Walter Damm, WTMJ, Milwau- 
kee, among others. 


Elect New Directors 


Martin Campbell, WFAA, Dallas, 
was elected a director of the organ- 
! ization representing NBC affiliates, 
} succeeding E. B. Craney, KGIB, 
Butte, and George W. Norton Jr., 


WAVE, Louisville, was re-elected to 
the board. 

CBS affiliates elected to the board 
were Arthur Church, KMBC, Kan- 
sas City, and Don S. Elias, WWNC, 
Asheville, N. C. They succeed Ed- 
gar Bill, WMBD, Peoria, Ill., and 
I. R. Lounsberry, WGR, Buffalo. 
The new Mutual representative on 
the board is Hulbert Taft Jr., 
WKRC, Cincinnati, who replaces 
Eugene P. O'Fallon, KFEL, Denver. 

At the organization meeting of the 
new IRNA board held this morning, 
the resignations from the board of 
Walter Damm, WTMJ, Milwaukee, 
and John Shepard III, Yankee Net- 
work, Boston, were accepted, their 
places being filled by I. R. Louns- 
berry, WGR-WKBW, Buffalo, and 
Wm. J. Scripps, WWJ, Detroit. 

Messrs. Elias, Campbell and 
Lounsberry were named to the 
executive board, along with Mr. 
Rosenbaum, who was_ re-elected 
chairman, Paul W. Morency, WTIC, 
Hartford, who was named _ vice- 
chairman and treasurer, and H. K. 
Carpenter, WHK, Cleveland. 


Riedel Appoints 

Riedel and Company, Inc., Brook- 
lyn, N. Y., has placed its advertising 
account with Noyes & Sproul, Inc., 
New York, agency specializing in 
ethical medical advertising. 


Pennsylvania 
Bars Self-Service 
in Drug Stores 


Harrisburg, Pa., Aug. 8.—Self- 
service drug have been 
banned in Pennsylvania by a ruling 
of the State Board of Pharmacy 
which held that such stores do not 
afford proper supervision of dis- 
pensing of drugs. 

The Pharmacy Board will also 
refuse to license any drug units 
operated in conjunction with super- 
markets or other 
Harry H. Buch, secretary of the 
Board, said that the sale of bottled 
drugs and foodstuffs must be kept 
Buch declared that the 
layman is not qualified to select 
drugs on a self-service basis. He 
asserted that the rulings against 
super-market pharmacies were 
made in the interest of the “public 
welfare.” 


stores 


grocery stores 


separate 


Must Employ Druggists 


In Pennsylvania non-pharmacist 
owners of drug stores must employ 
at least two duly registered drug- 
gists to be on duty for the super- 
vision of drug sales. 


NAB PRESIDENT IS FORMALLY WELCOMED 


5 . a 
“iva ey 


" 


ee oe. 


Al Nelson, manager of KPO-KGO, San Francisco, presents Niles Trammell, NBC 

president, with key to city as NAB convention gets under way. Frank Russell, 

NBC's Washington vice-president, and Edgar Kobak, Blue network sales manager 
and vice-president, (right) smile approval. 


Irvin to Western 
Roy F. Irvin has joined the Los Local News 


Angeles office of the Western Ad- Shines Again 


t |) FGGS IN 


= 


OG, BASKETS 


THEY REACH BOTH CONSUMER AND DEALER! 


A first law of sound investment, diversification — 
putting your eggs in more than one basket. No- 
where will you find this rock-like principle better 
applied than in the grocery field where manufac- 
turers’ efforts are planned to win the interest of 


both the consumer and the dealer. 


For example, so far this year makers of food and 
grocery products have bunched more money on 
trade advertising than at any time in history. And 
with reason: Today there are more big, alert food 
markets than ever before. Competition hits with 
sledge hammers. Success comes most surely to 
products that weld the push of the dealer to the 


pull of the consumer. 


Grocery manufacturers know this. They know the 
retailer's two great powers: by display, suggestion, 
and advertising in his store to make a product’s 


have dreamed of 10 years ago. These companies 


stores in every community in the United States, the 
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WALLERS 
HOBART 


sales boom, or by neglect to let sales idle at ord. 
nary levels. And they realize that the printed word 
helps to win dealers as well as housewives. 


Which is why you now find more than 200 adver: 
tisers using bigger space and intinitely better 
advertising in The Progressive Grocer than you'd 


are Wisely spending dollars, lots of them, on art 
work, copy, and typography to turn out adver- 
tising that does justice to the job's importance. 


This advertising gets full effect because it hits the 
right audience in The Progressive Grocer: the 
75,000 key people in the national distribution of 
foods and groceries. They include the top tood 


major executives in all important food chain organi- The 
zations, all the full-line wholesalers, and the iWMpor- 


BItTTERICK 


BLILDING, SAN 


vertising Agency 
in ARF Survey 


New York, Aug. 6.—Local hu- 
man interest news continued to out- 
rank reports of the momentous 
events abroad, according to the Ad- 
vertising Research Foundation’s 
findings in the 19th release in its 
continuing study of newspaper 
reading The analysis covered the 
June 7 issue of the Cincinnati Post, 
an evening newspaper with circula- 
tion of 148,503 

Although war news completely 
dominated the first page, the lead 
story was read by 68 per cent of 
men and 34 per cent of women, 
while a picture showing a couple of 
students graduating from the Uni- 
versity of Cincinnati, also on the 
first page, registered with 77 per 
cent of men and 89 per cent of 
women 

Top readership rating for a na- 
tional advertisement went to a 980- 
line Sohio insertion, observed by 20 
per cent of men and 19 per cent of 
women In place was a 
Bristol-Myers comic strip for Mum, 
which scored with 20 per cent of 
women and 17 per cent of men 


sect ynd 


Wooden Nickels 
Promote Fair 


Imitation wooden nickels will be 
mailed to prospective customers by 
several Syracuse business concerns 
Aug. 1-31 to promote the hundredth 
anniversary of the New York State 
Fair this fall. 

“nickels” will be accepted 
at full value by stores identified by 
a bright yellow Indian sign 


tant brokers who handle branded merchandise. 


a e * . 

Time” Buys Time 

Time, Ine., is using radio an- 
nouncements to advertise its film, 
“The Ramparts We Watch.” Young 
& Rubicam is the agency. 


Zouri Store kronts 
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BUILDING, CHICAGO 


FRANCISCO 


fF ee 17 a 
eee 
ae | PAGAL SL. oe 
: - : 
( . . ini 
é ' ~ - ; mig . is . | 
Fig >: ¥ : ii  - 
Pa! e : 
4 % q *N a Pe a : V & eo Xe ’ -. 
i + py a , 4 
\ i : - @ pM 
y e ; r Fe “ ‘ 4 iA ; ™ kc 
. , -_ fa wet 
} } < ; “Tr eg ; a q 
F “yf } 5 | 
i “2 & ~ 3 Si py er 2h 4 
. - 
i € 
ae 
ee ee ‘ 
ee ee 
, ie 
\ tor A art \l nie Co, p» xo " 
Viet P Mills Co, a 
Visking Con eee sd 
\W h Apphar Corp. PS \ qee G ; 
Walker's Austex Chile Co. i Fe pre 
(y \\ hinwtor C cote 
Rc SA « 
Washington State Apple Ass’n ~ 4 " : ; 
Welch Grape Juice Co . ~~ ae 
r \ Onl & Snowadritt Sale Ci . 4 ™ WV rid, 
| iit \\ erat ~ Py p C, => W H am 
Westinghouse Electric & Mfg. C & y a, 
Wheatena Cory pee, a! : 
White Rabbit Dye G is, | 
Wilbert Products ( . ; g, Pe. 
Will & Baumer Candle Co., Ine. As : aa 
». Worcester Salt ( 4 Ss S” = 
W Wrigley Jr. Co. ae 4 528 ad 
es Ne <o8 wie IDEAS f 
ERD gy 279,329 - 
Spt cemeteness mr 
49 grt? yaar? a E 
0 gut -* ot? 
e . = oa “et ac G » 
0" o* _ C\4 N ° cee 
r SS a ” phe PP - 
4 O j CSS VE / OCE, rae ’ a : Rea Zo . ‘ 
e 3 
Ss _ ‘ 3 
© 0 83 = %. 
Wie. rare oom eS bo ve ee “ ron : Ps ‘e . ere ed ‘ rt . Fo ie re b- he “ ra = : ‘ 


18 


fe, 


i. ae i ‘ - 


ADVERTISING AGE 


i ares 


August 12, 1949 


Voice of the Advertiser 


Institutional Copy 

To the Editor: Enclosed is a re- 
print of a full-page ad which ap- 
peared in all Baltimore, Washington 
and Maryland papers on the 3rd and 
4th of July. 

It is the writer’s opinion that ads 
of this nature would do a great 


Don't YOU feel this way on 


The 4th of July? 


deal of good by way of breaking 
down the prejudice that the average 
man has toward “big business” and 
large advertising concerns. 

The comments that continue to 
flow in to this company from every 
type of organization and individual 
cannot fail to impress this company 


of the real need America has for 
constructive “propaganda” of this 
nature. 

We are calling this ad to your 


attention as a suggestion to you to 
publish a reproduction of same in 
your publication, as a possible in- 
spiration to other large advertisers. 
We sincerely trust that this sug- 
gestion will not be taken amiss and 
that, out of this letter and ad, some 
constructive idea may be evolved. 


Mrs. A. E. STROUSE, 
Advertising Manager, 
Brewing Company, 


Gunther 
Baltimore. 


7 VY 


Better Be Careful on 


Offensive, Says Randall 

To the Editor: With all due re- 
gard to those who urge (as per your 
July 15 issue, page 1, col. 4) that 
advertising must “take the offen- 
sive,” it had better do so with care- 
fully-chosen weapons. That the 
vast benefits brought to consumers 
by standardization of products are 
benefits conferred entirely by ad- 
vertising, just isn’t true. And it 
might backfire. There comes to 
mind a famous standardized road 
vehicle whose perennial sales vol- 
ume at a low price was the wonder 
of the opening decades of this cen- 
tury — achieved and maintained 
practically without paid advertising. 
Also a brand of chocolate bars that 
has dominated the candy stands for 
as long or longer, whereof I’ve never 
seen an advertisement other than 
its familiar wrapper. 

Advertising has helped in stand- 
ardizing many products that are 
boons to the consumer. But it will 
be wise not to claim too much on 
that score. Rather, to publicize ad- 
vertising’s own genuine virtues for 
the consumer—which are many and 
none too well-known. For example: 

That a selling story spread over 
millions of open pages is far 
likely to be false than a story whis- 
pered in the dark 

That the alleged high price per 
pound charged for many advertised 
products may be in reality a quite 
fair and acceptable price to the con- 
sumer for keeping him informed of 
how readily he can describe and 
obtain a certain standardized prod- 
uct when he wants it. 

That consumers frequently do not 
become conscious of their actually- 
existing need for a new product, 
until good advertising has_ inter- 


less 


This department is a reader’s forum. 


rupted their thoughts about other 
matters long enough to bring that 
need to their attention. 

That no system of quality-rating 
standards, whether set up by a gov- 
ernment or by anyone else, is any 
better than the human care and in- 
tegrity with which it is administered 

and that the long-time record of 
public-office-holders in selling their 
“goods” to the public is not notably 
cleaner than that of private sellers 
touting their wares. 

In short, our lilies might gain 
more “consumer acceptance” if dis- 
played tastefully but unpainted. 

Harris K. RANDALL, 

Randall Advertising Associates, 

Chicago. 


v v v 
Record? 
To the Editor: We notice various 
“records” published from time to 


time in ADVERTISING AGE, sO 
thought we would present what we 
believe to be one, to-wit: 

We have a local Arkansas Fuel 
Oil Company wholesale dealer here 
who has run 38 half-page ads con- 
secutively, beginning July 7, 1939. 
The series is over the signature of 
DeWitt DeWeese, local 
agent, the latter paying for the ads. 

They are all 7 column by 10 inch 
ads and deal for the most part 
with ACME tires and tubes. Kool- 
motor gasoline and motor oils are 
also mentioned. Copy changes 
each week, but the general style 
remains the same week in and week 
out. 

Rosin WEAVER, 

Neshoba Democrat, Philadel- 
phia, Miss 


v v v 


Roadside Council 
Explains Attitude 


To the Editor: There has recently 
come to our attention the letter 
published in Apvertisinc Ace, May 
6, appealing to women’s advertis- 
ing clubs to stop the public agitation 
against rural posters. 

This letter, full of misstatements 
and misconceptions, is frankly based 
upon what “those in the industry 
(outdoor advertising) tell me.” Be- 
lheving that advertising women will 
wish to hear from the public as well 
as from the outdoor advertising in- 
dustry, we present a few pertinent 
and easily verified facts. 


The National Roadside Council, 
its associate state councils and its 
many cooperating groups, seek to 


protect the natural beauty, the 
safety and the recreational values 
of our rural highways. These are 
our objectives. They include both 
roadside development,—the encour- 
agement of highway construction 


which fits the highway into the 
landscape, and roadside control, 

the protection of our rural highways 
from indiscriminate business devel- 
opment, hot dog stands, filling sta- 
tions, billboards, etc. ete., which 
produce along so many of our roads 


the ugly and dangerous roadside 
slum 

Because signs and posters play a 
large part in this abuse of our 


countryside, one of our main objec- 
tives is their proper control. 

To be exact, we seek to control 
less than one-tenth of the outdoor 
advertising industry, since the rural 
billboard is declared by the indus- 
try itself to be less than one-tenth 
of its business 

No will be 
adver- 


control is sought or 
sought over other media of 
tising, because no other medium af- 
fects the appearance, safety and re- 
creational values of our highways. 
Our movement is not “intended 
ultimately to do away entirely with 
outdoor advertising as a medium.” 


Since this movement started we 
have consistently stood, not for 
elimination, but for restriction of 


signs to commercial districts where 
business belongs 

This restriction of outdoo1 
tising to business districts 


adver- 
will not 


Letters are 


wholesale | 


welcome. 


9730, 


tw isted 0379, 
luck! 


7903 to no avail. 


We were undaunted. We took a ‘t 
we | 


‘whirl at Haymarket 9073, 
we figured 7039. No 
let a thing like this 


we muttered, bolstering 


“Never 
throw you,” 


injure the business of the country. |Our patience. 


By the best figures obtainable from | 
the advertising profession all out- | were left. 


door advertising, both within and 
without the cities, 


dia and rural outdoor advertising 
is less than 10 per cent of all out- 
door advertising. By simple arith- 
metic, then, the rural signs are less 


than one-tenth of 5.8 per cent, or | 
approximately one-half of one per | 


cent, of total advertising in all me- 
dia. 
doned, business would still have 
99.5 per cent of total advertising at 
its command, 
that business would suffer? No one 
but the poster man. 

Of the four million citizens repre- 
sented by the Roadside Councils 
and cooperating organizations, a 
surprisingly large percentage are 
men. Of the 1,600 letters received 
by the National Roadside Council in 
response to the two articles in Read- 
er’s Digest, over 80 per cent were 
from men. All planning boards in 
the country and all state highway 
departments recognize the necessity 
for roadside control to maintain the 
safety and efficiency of our high- 
ways. 

We believe that even the women 
in the advertising profession will 
admit that the old slogan “Outdoor 
Advertising Everywhere” needs to 
be changed. 

ELIZABETH B. LAwTon, 
Chairman National Roadside 
Council, 119 East 19th Street, 
New York, N. Y. 


, FF FF 


Introducing Egbert 


To the Editor: If you ain’t seen 
Egbert, then may we_ introduce 
him? He was born in June, here 
in Milwaukee; first shown the big 
world in Retailing in early July; 


BORN THAT WAY 


~~ 
we 
“ ~\ 


Egbert 


will come of age on November 9 in 
The New Yorker and elsewhere. 

Egbert is, of course, the fall guy 
for Sparklet Syphons and Sparklet 
Bulbs. Egbert and other Sparklet 
advertisements will appear in News- 
week, The New Yorker, and Life, 
September through December, one a 
month 

Sparklet Devices Inc., 
acquisition of Knapp-Monarch Co., 
St. Louis, manufacturers of 45 small 
electrical appliances 


is a recent 


CHESTER P. Hotway, 
Cramer-Krasselt Co.. Milwau- 
kee 

v v ’ 


Trying to Decipher 
Advertising Message 


To the Editor: This morning we 
received an advertisement of the 
Barrett Bindery die-cut to form a 
telephone dial and receiver, in the 
former of which circles indicated 
Haymarket and the numerals, 9, 0, 
7 and 3 

What would you 

You must admit it could be any 
of sixteen combinations of this 
Haymarket exchange. First we tried 
Haymarket 3079, then 0793, then 


have done? 


is only 5.8 per | 
cent of total advertising in all me- | 


If all rural boards were aban- | 


including nine-tenths | 
of outdoor advertising. Who claims | 


Only five of the combinations 
You are ahead of the 
story, but you’re right—it was the 
very last one, Haymarket 7309. We 
relaxed in our chair waiting for 
the cheery “Good afternoon!” 

It didn’t come. Time had caught 
jup to us. It was 5:14 P. M. Their 
|switchboard was closed! 

WALTER TILDs, 
Adv. Mgr., American Tag Co., 
| Chicago. 
v v v 
Scoop 

To the Editor: The day that you 
receive this letter Simon & Schuster 
will publish ““A Home of Your Own 
and How to Run It” by Henrietta 
| Ripperger. The enclosed picture 
lshows Mrs. Ripperger looking over 
ia “first edition” of own new 


our 


AUTHOR 


Henrietta Ripperger 


| 
book for home owners called “Cer- | 


tain-teed Ways to Make Your Home 
Stay Young.” 

We think it is quite a scoop to 
have obtained this picture, because 
from looking over an advance copy 
we believe Mrs. Ripperger’s new 
book is going to be one of those 
S&S smash hits. The charming au- 
thor is also well known as a regu- 
lar contributor to Good House- 
keeping and other magazines. 

Z. E. Rouver, 

Director, Information Office, 

Certain-teed Products Corp., 

New York. 


lliv 


in 


your 


liance, Som 
sey.” 
group of 


Goodyear blimp, 
es in the 
Canada Dr 
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then we dialed Haymarket But It’s Been 

o New England 
To the Editor: 
jished reading that remarkable st 
July 29 
“Aboard the Goodyear 


I have just fin. 
datelined 
Blimp Re- 
ewhere over New Jer- 


issue, 


I can visualize that daring 


g 
aeronauts up in that 
risking their very 
interest of good «jq 
y. I can see them 


|slapping each other heartily on t\¢ 
back in approbation of their muti] 


resourcefulness: 


Flash, night-tine 


“neon-a-gram” messages high up in 


the sky, 
speaker” 


| casting.” 
I can see that cloudspeaker sho: t- 


ing down 


and a 
supplementing the 


“dance 


“cloud. 
“a " 


stentorian 


music and co:)- 


mercial plugs into the unsuspect. ig 
ears of citizens on the ground” 


tening 


“p 
Ca 


seats, 


use 
op” 
n see th 


Herbert, to 


the 
blimp. 


cloudca 


concert in 


George 


perhaps, to a 
some stadium. | 
people leave their 
Gershwin or Victor 
in the aisles to 
of Canada Dr,.’s 


lessly, 
ese 


dance 
sting 


I can imagine the skyca-t- 


ing airship flying over hospitals and 


OV 


er tenements, 


whose occupants 


are tossing around in the sweltering 


heat, unable to sleep. 


Canada Dry 


will put them to sleep 


Je 


craned necks.” 
to be 


stc 


“Below 
rsey land 


»pping, 


us traffic 


stops and the 
scape becomes a sea of 
I can see these curs 
smacked by the 


drivers behind. 


I 


hoaxing us. 
given, places mentioned. 


Upon secc 
wonder 


the heat. 
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Lewisohn Stadium or 
ncerts on 
Park. 
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To Canada 
Don’t go to New England 


stion: 
th your 
w York 


ynd reading of the story 
if ADVERTISING AGE is 
But no; names are 
It must be 
Dry I make this sug- 
out on 
over the 
the Goldman 
Mall in Central 


blimp. 
first. 


Try it 
Fly 


the 


There you'll have large con- 
centrations of people. 


There you'll 


ta real test of the effectiveness of 


“stentorian” 
J. B. Min 


cloudcaster. 
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Unit System as 
Radio Yardstick 


Research Department 
Will Operate Plan With- 
out Help 


in Francisco, Aug. 6.—The pro- 


jected plan of the NAB research 
committee and sales managers’ 


group to set up a unit measurement 
system for radio in which spot and 
local advertising, as well as network 
statistics would be available, was 
adopted without a dissenting voice 


this afternoon at a special session of 
the National Association of Broad- 
casters. 

The project will be put under 
way as rapidly as possible on an 
experimental basis, with a re-ex- 
amination of its success and poten- 
tialities scheduled for the first of 


the year. 

Under the plan, the research de- 
partment of the NAB will operate 
the system without outside assist- 
ance, collecting the material it needs 
by monthly questionnaires to radio 
stations, and releasing five charts 
monthly in return, with additional 
information to be available on spe- 


cial order at the cost of compil- 
ing it 
Brings Parity to Radio 


The unit plan which won the ap- 
proval of the convention is designed 
to supply the entire radio field with 


the same type of statistical infor- 
mation on commercial time which 
is now available for newspapers 
through Media Records, Inc., and 
through Publishers’ Information 
Bureau for magazines and farm 
papers. While the NAB reports 
will in part duplicate the present 


network advertising reports of PIB, 
its big contribution to the statistical 
field will be the collection of infor- 
mation with reference to national 
non-network and spot, as well as 
retail advertising. 

Stations will be asked to supply 
eight items of information for each 
commercial user of their time: 

1. Name of the advertiser 

2. Product or service advertised, 


including trade name and type of 
product 
3. Class of business whether 


retail or general. 

4. Source of business — whether 
egional network, national non-net- 
work, or local. Figures for all net- 
work advertisers will be supplied to 
the bureau directly by the networks. 

5. Type of rendition — whether 
live talent, transcription, or records. 

6. Time of broadcast whether 
morning, afternoon or evening. 

7. Length of broadcast in min- 
utes; announcements; and names of 
all sponsors on participating pro- 
grams 

8. Number of times per month 
used for the programs or anriounce- 
ments. 

With this information gathered 
ind the NAB staff hcpes that it will 
ve able to collect the information 
luring the experimental period from 
hot less than 250 stations—the | 
oclation will issue five tables for | 
general distribution. 


Facts to Be Shown 
The first will show total broad- | 
ast advertising broken down ac- | 
ding to source of business, such 
§ national network, regional net- 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 


offers advertisers an annual 


WWNDRED MILLION DOLLAR MARKET 


“tougs its coverage of wholesalers and re 
8 who sell seed and other horticultural 

"d agricultural items to 41,000,000 farmer 

~ Suburbanite customers. 

Wil gladly give you an analysis of this 
&s it applies to your business. 


SEED WORLD 


_ Published every other Friday 
SW. Jackson Blvd. Chicago, Ill. 


as- 


total program units of each type of 
business, as well as the total an- 
nouncement units. As the research 
is carried on, the total for the cur- 
rent month will be compared with 


the total for the corresponding 
month of the previous year, and 
cumulative totals for the current 


and the previous year will also be 
shown. Each minute of commercial 
time counts as a single unit, a half- 
hour program counting as 30 units, 
etc. Announcements will be counted 
as a single unit if they run less 
than 1'% minutes; otherwise they 
will be counted in the same manner 
as program units, according to the 
actual time used. 


The second monthly tabulation 


than national 
rendition, so 
termined at a glance how much 
commercial time on regional net- 
work originations, for example, is 
live talent, compared to local origi- 
nations. 


Other Statistical Data 


Tables 3, 4 and 5 will consist of 
much more detailed breakdowns, 
each showing a complete analysis 
of the type of sponsoring business, 
divided into two major divisions 
retail and general—with numerous 
sub-headings under each. In gen- 
eral, this classification of broadcast 
advertisers by type of business will 
follow the pattern set by Media 


network) 
that it 


by type of 
can be de- 


tising possible. 

Table 3 will show just how much 
business of each class is being car- 
ried by clear channel stations, un- 
limited and part time; by regional 
stations, either high power, un- 
limited, and day, or part time; and 
by local stations, whether unlimited, 
day or part time. 

Table 4 will break down the types 
of sponsoring business by size of the 
community in which the station is 
located, and Table 5 will classify 
the types of sponsoring business ac- 
cording to the source from which it 
came; that is, whether national or 
regional network, national spot, or 
local. 

From the detailed information on 
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work, national non-network, and which the NAB will release will Records to make comparisons be- individual advertisers which will be 
NAB Endorses local, indicating for the month the show broadcast advertising (other tween newspaper and radio adver- supplied to the NAB by cooperating 


stations, a wealth of data will be 
amassed on sponsored non-network 
advertising which has not been 
available from any source hereto- 
fore. However, none of the mate- 
rial dealing with the use of radio 
by any individual advertiser will 
be generally released, although the 
NAB believes it will be able to work 
up special tabulations of this kind 
on order, and at a fee designed to 
cover the cost of the work. 
Admittedly, the new measurement 
system does not do as much as the 
research committee and the sales 
managers would like it to do, but it 
was explained that the operation of 
the service is expensive, and the 
(Continued on Page 21) 


66é 
Take an extra week,” 


“Thank radio, darling! Sales started hum- 
ming when | put that campaign on WJR and 
WGAR. Those two stations are as popular 
out there as you are at the club dances. 
‘Nice work,’ the boss said . . 


THE GREAT STATIONS 
OF THE GREAT LAKES 


Annual grocery bill 


of nearly 
billion dollars. 
in retail drug sales. 


United States. 


industry. 


yearly farm income. 
Larger automobile 
single state, 


the boss told me! 


“Sales manager gets vacation! |t's glorious, 
dear. And imagine... | had given up all 
hope when your boss suggested that busi- 
ness trip through Michigan and Ohio.’ 


BIRDSEYE OF THE 
“GOLDEN HORSESHOE” 


three-quarter 
More than a hundred million dollars annually 
More than 15% of the wage earners of the 
Highest average wage in the nation. _ 
Weekly pay rolls of ten million dollars in iron 

and steel industry, nine million in automotive 


10% of the nation’s farmers; a billion dollar 


registration than 


any 


Thirsty People, these “‘Horseshoeites!” In one year, they down twenty million 
almost enough to supply New York state. But “‘pop” 
is only one of the products that WJR and WGAR have popped to new sales peaks! 


dollars worth of soft drinks 


. ‘you have ) 
earned a real vacation! Take an extra week.’”’ 


Speaking of Vacations, more than a half 
billion retail dollars are being spent this 
year by vacationists within the “‘Golden 
Horseshoe,’ the moneyed market served 
by WJR and WGAR. That’s more than 


inany single state, except New York. Add 


— 


FORBES TABS 


“HORSESHOE” 


Tycoons guided by “Sales High Spot” maps of Forbes Magazine noted that 
the July 15th edition cited Cleveland for the 4th consecutive time, pinned 
the 12th succeasive blue ribbon on Detroit. They should know, also, that the 
best way to “spot” advertising in these high spots is to use WGAR and WIR! 


HOT MARKET 


WGAR 


HE FRIENDLY STATIO 


to this the extra millions being poured 
into ever-increasing pay rolls, the dol- 
lars that defense is depositing here for 
things of iron and steel. Little wonder 
most radio schedules these days include 


the Great Stations of the Great Lakes! 
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Libby-Owens-Ford 
Returns to Air 
After Ten Years 


New York, Aug. 8.—Returning to 
radio after a 10-year absence, 
Libby-Owens-Ford Glass Company 
will sponsor “Design for Happiness,” 
a program of symphonic music, in 
behalf of its flat glass products, 
beginning Sept. 29. A_ 65-piece 
woman’s orchestra, under the direc- 
tion of Izler Solomon, will be 
starred. The series will be aired 
Sunday from 5 to 5:30 p. m. over 
67 stations of the Columbia Broad- 
casting System. United States Ad- 
vertising Corporation has the ac- 
count. 

Public interest in the news of the 
day is the inspiration for Knapp- 
Monarch Company in a new pro- 
gram, “Ahead of the Headlines,” 
beginning Sept. 29. In conjunction 
with the editors of Newsweek, the 
15-minute program will present a 
dramatization of the news Sunday 
at 11:45 a. m. over 43 stations of 
the Blue network of the National 
Broadcasting Company. Cramer- 
Krasselt Company is the agency. 

Emerson Drug Company § will 
launch a new series for Bromo 
Seltzer Oct. 1. The program, for 
which talent has not yet been defi- 


nitely set, will be broadcast Tuesday 
from 8 to 8:30 p. m. over 60 NBC 
Blue stations. This is the first 
advertising to be handled for Bromo 
Seltzer by Ruthrauff & Ryan, re- 
cently appointed. 


New Quaker Show 


Quaker Oats Company will 
launch a new series beginning Oct. 
27. Talent and title of the show, 
to be heard Sunday from 5:30 to 
6 p. m. over 38 NBC Red stations, 
have not been selected. Ruthrauff 
& Ryan is the agency. 

Procter & Gamble Company will 
inaugurate a new program featuring 
dramas written by Arch Oboler on 
Oct. 4 for Oxydol. The series will 
be aired Friday from 9:30 to 10 
p. m. over 55 NBC Red stations. 
Blackett-Sample-Hummert hagdles 
the account. 

Colgate-Palmolive-Peet Company 
will shift “Women of Courage,” now 
broadcast from 9 to 9:15 a. m., to 
4:30 to 4:45 p. m., beginning Sept. 
30. The program is heard daily over 
17 CBS stations. The 23 stations 
which also broadcast the program at 
10:45 a. m. will continue to carry 
it at that time. Benton & Bowles 
is the agency. 

Starting Sept. 30, Continental 
Baking Company will shift “Pretty 
Kitty Kelly” from 10 a. m. to 5:30 
p. m. The daily 15-minute serial 


drama is broadcast over 46 CBS 
stations through Benton & Bowles. 


Lux Theater Back 


Lever Brothers Company has re- 
newed the “Lux Radio Theater,” 
which will return to the air Sept. 9 
after a summer hiatus. The dramas, 
produced and directed by Cecil B. 
DeMille, will continue to be heard 
Monday from 9 to 10 p. m. over 63 
CBS stations and 29 stations of the 
Canadian Broadcasting Corporation. 
J. Walter Thompson Company di- 
rects the account. 

Miles Laboratories, Inc., has 
added five new stations to the net- 
work for its ‘““National Barn Dance,” 
giving it a total of 56 NBC Red 
stations. The time is Saturday from 
9 to 10 p. m. The Alka-Seltzer 
program is handled by Wade Ad- 
vertising Agency. 

John Morrell & Co. has renewed 
“Bob Becker’s Chats About Dogs,” 
effective Sept. 29, when the pro- 
gram, in behalf of Red Heart dog 
food, returns to the air after a 
summer vacation. The series is 
aired Sunday from 3:45 to 4 p. m. 
over 48 NBC Red stations. Henri, 
Hurst & McDonald has the account. 


Miss Anderson Resigns 

Miss Lee Anderson has resigned 
as advertising manager of Crescent 
Mfg. Company, Seattle. 


6é 


etting away from it all”. . . 


all but RADIO 


Throughout the Summer months, millions trek 


Represented Nationally by | ¢ Sales Off 
|= /7/ Sales Offices 


to the woods to “get away” from the humdrum of every 


day life. But with a vast number go radios . . . for these 


millions want to keep in touch with world events . . 


with music and entertainment. 


Between five and eight million vacationists 


GENERAL ELECTRIC ST ATION yearly spend their holidays at the thousands of resorts 


of Summer Time. 


SPOT 


of the Empire State . . . the center of the far-flung terri- 
tory covered by WGY’'s signal. Here is a bonus 
coverage value distinctive with WGY and one which 


accounts for this station’s year to year increase in sale 


NEW YORK HOLLYWOOD 
CHICAGO CLEVELAND 
DETROIT PITTSBURGH 
BOSTON SAN FRANCISCO 


a 


National Advertisers Who Spent More Than $100,000 
in Spot Radio During 1939 


Over $1,000,000 
Bulova Watch Company. 
. General Mills, Inc. 
3. Standard Oil Company of N. J. 
4. Procter & Gamble Company. 
$500,000—$999,999 
5. Kroger Grocery & Baking Com- 
pany. 
$250,000—S$499,999 
6. Socony-Vacuum Oil Company. 
Consolidated Drug Trade Prod- 
ucts, Inc. 
8. R. J. Reynolds Tobacco Com- 
pany. 
9. Stanco, Inc. 
10. RCA Mfg. Company. 
11. Lever Bros. Company. 
12. Carter Medicine Company. 
13. B. C. Remedy Company. 
14. Tide Water Associated Oil 
Company. 
15. Bayuk Cigars, Inc. 
16. Ex-Lax, Inc. 
17. Loose-Wiles Biscuit Company. 
18. Potter Drug & Chemical Com- 
pany. 
19. Coca-Cola Company. 
20. Armstrong Cork Company. 
$100,000—$249,999 
21. Chrysler Corporation. 
22. Brown & Williamson Tobacco 
Corporation. 


nN = 


23. Stephano Bros. 

24. Peter Paul, Inc. 

25. Studebaker Corporation. 
26. Manhattan Soap Company. 


Benrus Watch Company. 

28. J. A. Folger & Co. 

29. Reid, Murdoch & Co. 

30. John Morrell & Co. 

31. Atlantic Refining Company. 

22. Sears, Roebuck & Co. 

33. Colgate - Palmolive - Peet Com- 
pany. 

34. Bristol-Myers Company. 

35. Waitt & Bond, Inc. 

36. Pinex Company. 


37. General Foods Corporation. 

38. Melville Shoe Corporation. 

39. Thos. Leeming & Co. 

40. Vick Chemical Company. 

41. B. T. Babbitt & Co. 

42. Ironized Yeast Company. 

43. Axton-Fisher Tobacco Co 
pany. 

44. B. F. Goodrich Company. 

45. Consolidated Cigar Corporati 

46. Ford Motor Company. 

47. Ralston Purina Company. 

48. Bosco Company. 

49. Rumford Chemical Works. 

50. Ramsdell, Inc. 

51. Quaker Oats Company. 

52. Dr. W. B. Caldwell, Inc. 

53. Miles Laboratories, Inc. 

54. Lewis-Howe Company. 

55. Bond Stores, Inc. 

56. Chas. E. Hires Company. 

57. White Laboratories, Inc. 

58. Duquesne Brewing Company 

59. Wander Company. 

60. American Chicle Company. 

61. First National Stores, Inc. 

62. Richfield Oil Corporation. 

63. Standard Oil Company of Ca! 

64. P. A. Starck Piano Company 

65. Campbell Soup Company. 

66. Household Finance Corporati 

67. Sheffield Farms Company. 

68. National Dairy Products Corp: - 


ration. 
69. Griffin Mfg. Company. 
70. Gospel Broadcasting Associ. - 


tion. 
71. Smith Bros. 
72. Mail Pouch Tobacco Compan, 
73. Campbell Cereal Company. 
74. Gillette Safety Razor Compa) 
75. Rival Packing Company. 
76. International 
pany. 
Narragansett Brewing Company 
P. Lorillard Company. 
Frigidaire Corporation. 


Harvester Co) 


$100,000 Bracket 
‘in Spot Radio 
Gets 23 Recruits 


(Continued from Page 14) 
formation Bureau, which last yea 
reported spot expenditures on 139 
separate radio stations accounting 
for between 55 and 60 per cent of 
the total; the Federal Communica- 
tions Commission, whose records 
show different types of radio expen- 
ditures; and consultations with ra- 
dio executives who are _ familiar 
with the spot picture. 

Thus, while the dollar and cents 
figures are estimates, the ratios con- 
tained in this report are deemed 
accurate enough to indicate the 
progress of the medium last year. 

Details of the analysis are shown 
in the accompanying tables. 


Test Nestle’s Soda 


Branded chocolate soda is being 
tested by Peter Cailler Kohler 
Swiss Chocolate Company, Inc., New 
York, with newspaper advertise- 
ments in Syracuse, Richmond and 
Hartford Advertising theme is 
“Nestle’s Soda with that famous 
chocolate flavor.” Fountain identi- 
fication is accomplished by glasses 
bearing the Nestle name in pre- 
dominant red lettering. 


Frank Anderson Moves 


Frank L. Anderson has resigned 
as sales executive with Dorothy 
Perkins Company to become vice- 
president and general sales manager 
with the Phillips & Benjamin Com- 
pany, Waterbury, Conn., maker of 
various drug specialties. The com- 
pany is to enlarge activities and 
plans to introduce a new deodorant 
to be known as Sno-Mist 


Roberts to KTSA 


Ingham S. Roberts, formerly sales 
manager of KRGV, Weslaco, Texas, 
has joined KTSA, San Antonio. His 
work at KRGV has been taken over 
by Guy W. Bradford, assistant man- 
ager 


“Telegram” Adopts 


Cancellation Clause 


The Evening Telegram, Toronto, 
has inserted a clause in all national, 
retail and classified advertising con- 
tracts to the effect that “the pub- 
lisher reserves the right to increast 
the rate stipulated herein at any 
time on 60 days’ notice in writing.” 

The advertiser is given the right 
to cancel, without short rate pen- 
alty charge, at any date upon which 
higher rates are made effective by 
the publisher. 


Yankee Adds Three 

The Yankee Writing Servic 
Guilford, Conn., has added the fol- 
lowing new advertising accounts 
DeForest & Hotchkiss Company, 
East River, Conn., newspapers and 
direct mail; Byron Clark, Wor- 
cester, Mass., real estate, using dl- 
rect mail; and Arbor Acres, Glas- 
tonbury, Conn., breeding farm, 
using newspapers, farm magazin 
business papers, specialty magazines 
and direct mail. 


Beer Account to Binger 

Terre Haute Brewing Company, 
maker of Champagne Velvet Gold 
Label beer, has appointed Binge! 
Advertising Agency, Indianapolis 
handle its promotion. Newspapers 
will be used principally. 


Appoints Remington 
American Hosiery, Inc., 
Britain, Conn., has appointed 


liam B. Remington, Inc., Sp 
field, Mass., to handle its ad 
tising 


HUNTING & FISHING 
NATIONAL SPORTSMAN 


700,000 ABC GUARANTEED 


measured 


series N° 
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SHIFTS TO DURSTINE 


Vv. M. Wallace, former vice-president of 


Tracy-Locke-Dawson, New York, has 
joined Roy S. Durstine, New York. 


Launches FM Service 
Station WOR, Newark, broadcast 
a special program Aug. 1 to dedicate 
the new super-fidelity frequency 
modulation transmitter of its new 
FM adjunct, Station W2XOR, lo- 
cated atop a Manhattan skyscraper. 
The new FM station will offer con- 


tinuous programs from 9 a.m. to 
midnight seven days a week, the 
first full-time FM service made 


available in the New York area. 


Alderman Heads Club 
New officers of the Cleveland Ad- 
vertising Club are Royal Alderman, 
vice-president and general manager 
of McCann-Erickson, Cleveland, 
president; and William L. Cope, 
secretary-treasurer of the Stratford 
Press, Inec., vice-president and 
treasurer. Horace C. Treharne con- 
tinues as secretary-manager. 


Hat Corporation 
in Trade Papers 


Hat Corporation of America, New 
York, has launched an institutional 
campaign in business papers, calling 
attention to the heavy increase in 
sales of men’s straw hats this sum- 
mer. 

The campaign, to point out many 
other profit possibilities, was placed 
by O'Dea Sheldon & Canaday, New 
York. 


Join in Contest 

In an effort to get unusual photo- 
graphs of its new 50,000 watt an- 
tenna towers, WBZ, Boston, is con- 
ducting an amateur “Trans-Foto” 
contest sponsored in conjunction 
with the Boston Evening American, 
Daily Record and Sunday Adver- 
tiser. 


Socony Gets Building 
and Spectacular 


The Chicago branch of Socony- 
Vacuum Oil Company has signed a 
long-term lease on four floors of the 
office building at 59 E. Van Buren 
street, by virtue of which the former 
Buckingham bldg. has been re- 
christened “Socony-Vacuum” bldg. 

Socony has erected a spectacular 
on the roof, showing the famous 
Mobilgas steed winging across the 
sky in neon. 


Opens Richmond Office 

Sawyer - Ferguson - Walker Com- 
pany, newspaper representative, has 
opened a branch office in Richmond, 
Va., under the direction of Charles 
E. Branham, formerly national ad- 
vertising manager of the Richmond 
Times-Dispatch. 


Elected WOR Director 
Julius F. Seebach Jr., vice-presi- 
dent in charge of programs of Sta- 
tion WOR, Newark, has been elected 
a member of the board. His 15-year 
career in radio began when he was 
an announcer for WOR. From 
1928 to 1935, he directed program 
operations for Columbia Broadcast- 
ing System, until resigning to 
assume a similar post with WOR. 


Sets Linage Record 
in Women’s Field 


The August college number of 
Mademoiselle contained 346 pages, 
including 215 pages of advertising. 
This is the largest issue of a wom- 
en's magazine, both in amount of 
advertising and page total, in a 
decade. 


NAB Endorses | 
Unit System as 
Radio Yardstick 


(Continued from Page 19) 


plan outlined is all that can be ex- 
pected with the limited appropria- 
tion now available. Expansion of 
the service, either as a result of 

willingness on the part of sta- 
tions to pay more for more service, 
or because of income from the sale 
of statistical material to advertis- 
ers, agencies and publications, or 
both, is hoped for. 

The plan will be administered by 
Paul F. Peter, NAB director of re- 
search. 


Dollar Basis Rapped 


Constantly emphasized in the gen- 

al discussion which preceded the 
formal vot to adopt the plan was the 
feeling of station operators that re- 
ports of broadcast advertising in 
terms of dollars is a nefarious prac- 
tice which creates “ammunition for 
our enemies,” and the conviction 
was expressed by several speakers 
that adoption and successful opera- 
tion of the unit plan will sooner 
or later result in complete elimina- 
tion of all dollar figures for the in- 
dustry, including those now released 
monthly and annually by the three 
national networks. 


FCC Interested 


It was intimated that the 
Federal Communications Commis- 
ion, which now releases an annual 
eport on broadcast income, in dol- 
lars, is much interested in the unit 
neasurement system, and might 
some day be induced to eliminate 

own report on dollar volume. 
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August Gain 
in Magazines 
Is 3.4 Per Cent 


New York, Aug. 8.—Linage in 
magazines in August aggregated 
995,281 lines, a gain of 3.4 per cent 
over the 961,666 carried in August, 
1939. A gain of 1.4 per cent is re- 
ported by July weeklies and semi- 
monthlies, which published 717,838 
lines, compared with 708,025 lines 
in the corresponding 1939 month. 

Slight gains were registered by 
most divisions of the monthly maga- 
zine field, with women’s magazines | 
leading the parade with an increase 
of 5.1 per cent. The total for wo- 
men’s papers was 546,427, compared | 
with 519,973 a year ago. 

General magazines carried 384,786 
lines in August, for a gain of 2.6 
per cent over the 375,069 published | 
a year ago. Outdoor magazines 
gained 2.4 per cent, the current lin- 
age being 50,428, compared with 
49,224 a year ago. Declines were 
sustained in the outdoor and mail 
order groups. 


FCC Makes Three 
Television Grants 
Three additional television grants 
have been announced by the Federal 
Communications Commission. The 
stations will be operated by WCAU 
at Philadelphia, Purdue University 
at West Lafayette, Ind., and the 
University of Iowa at lowa City. 
The university stations will not 
engage in public program service. 
The Commission also has an- 
nounced that orders granting the 
Columbia Broadcasting System and 
DuMont Laboratories permission to 
° i j it! proceed with experimentation in the 
They I risk anything to hear it! television field have been given final 
’ . «| approval. The DuMont Laboratories 
That S why You risk NOTHING WM in Washington and New York will 
inquire into the advantages of va- 
j rious types of film projectors, exper- 
putting your message on WOAI, the iment with mobile pick-up utilizing 
. * . . wire links and radio links and will 
station which enjoys a Listener seek public cooperation on various 
‘ . types of program material. CBS, in 
Preference in the vast and fertile seeking to develop uniform trans- 
mission standards, will investigate 
~~. all synchronizing pulses for which 
Texas market that S indicated by generating equipment is available. 
all nationally accredited surveys. Balaban and Katz Get 
Television Permit 


: The Federal C ications 
WOAI offers you the added benefit commission has granted a permit to 
‘ f ., Balaban and Katz Corporation to 
. e/erect & *xperimental  televisi 

of its attention-compelling affit- cio ie chatto the corporation 
Saas : lans to place receivers in its the- 
lations with NBC Red and Blue, es i dad hehe Chlene, sinitinis 
Zenith Radio Corporation, which 


and Texas Quality Networks, plus bes had the only television station 

, in Chicago, has gone off the air 

? temporarily while the short wave 

its many popular local programs. facilities now occupied by it and the 

Don Lee broadcasting interests of 

California are reallocated to fre- 

quency modulation. The change- 

When you buy on WOAI you speak over is expected to take six or eight 
weeks. 


through a 50,000 watt transmitter 
‘Mi 
which has always carried, by far, sce arg 


° tising manager of the Guild Teacher, 

the greatest number of commercial has formed Corcord Advertising at 
152 W. 42nd street, New York. The 

i i i agency proposes to act as advertis- 

hours of any station in this area. ing manager of business papers, and 
° . to serve in a consulting capacity on 
Details gladly supplied on request. direct mail advertising. Nat L 


Goldenberg is direct mail consultant 


WO THANKS, ADMIRAL! ICANT! 
MISS THE NEXT PROGRAM / 


Two Join Kastor 

V. T. Mertz, formerly advertising 
manager of Associated Distributors, 
has joined H. W. Kastor & Sons 
Advertising Company, Chicago, as 
account executive on Procter & 
Gamble business and Tom Denton, 
formerly with the W. E. Long Com- 
pany, Chicago, has joined the 
agency's executive staff. 


Prints Hospital Book 

The Modern Hospital Publishing 
Company, Inc., Chicago, is publish- 
ing the first edition of “El Libro del 
Hospital. Moderno,” a summarization 
of modern American hospital prac- 
tices for Central and South Amer- 
ican distribution. 


Institute Moves 


Package Printing Institute, Inc., 
50,000 WATTS * CLEAR CHANNEL an organization formed 18 months 


ago to supply a package design and 

e e marketing research service to users 
NBC TON AFFILIATE and suppliers in the package print- 
ing field, has moved to 8 W. 40th 
street, New York. 


Represented Nationally by Edw. Petry & Co. 


AUGUST ADVERTISING LINAGE IN NATIONAL MAGAZINES 


pan] 940 ———— 
Pages Lines 
GENERAL 


Fortune... 59.5 37,604 
*Yachting ... cece See 28,203 
*Motor Boating 52.9 22,842 
Cosmopolitan. 52.4 22,499 
American Home .. 29.5 18,637 
Esquire (N. Y Metro Ed.) 32.0 21,484 
Esquire (National) ........ 26.6 17,872 
Redbook ... 40.5 17,388 
American 39.8 17,085 
Nation's suUSINESS $8.5 16,515 
Town & Country... 20.5 13,753 
Better Homes & Gardens. 21.1 13,344 
tl ae SS re 18.7 12,558 
Popular Mechanics 50.8 11,370 
| House & Garden 16.5 10,405 
Popular Science 39.5 S859 
Arts & Decorations 12. 7,670 
Improvement Era 14.4 6,592 
*Sunset 15.0 6,455 
Roy's Life 8.9 6,112 
Christian Herald 13.2 5,648 
Mechanix Illustrated 23.1 4,169 
Scientific American 11.3 1,829 
*American Forests 10.3 1,326 
*ixtension Magazine 6.2 4,239 
National Cieographic 17.7 4,210 
*Thrilling Group . 18.2 1,069 
Physical Culture : 7.5 3,213 
*Popular Publications 12.4 2,784 
American Boy 1.0 2,739 
*Dell Detective 6.2 2,663 
True Detective 5.9 2,527 
a*Nature Magazine 5.5 2,380 
American Legion 5.5 2 356 
Travel i ; 3.7 2,342 
Moose Magazine 5.4 2,02 
*Street & Smith Comb.. 9.7 2,164 
Open Road for Boys 1.4 1,882 
*Ace Fiction Group 7.9 1,776 
*Big Seven Group. 6.9 1,550 
*Secrets +. 6 1,531 
Child Life 3.1 1,343 
Milks 2.4 1,048 
Asia 1 ib 
Total CGiroup S84. 786 
WOMEN'S MAGAZINES 
Mademoiselle 213.4 1573 
Vogue 106.6 67,353 
Harper's Bazaar 65.0 14,26 
(ood Housekeeping 66.7 2U,02% 
MeCall's 12.4 28,802 
Ladies’ Home Journal 39.6 26,952 
Woman's Hlome Companion $1.3 21,292 
True Story vee 37.6 16,125 
Parents’ (N, Y Metro Kd.) 35.4 15,191 
Parents’ (National) $2.4 13,908 
True Confessions (F.) 37.1 11,395 
True Romances (Mac.) 26.5 11,375 
Modern Screen (M. M.) 25.3 10,846 
Movie Story (F.) F 25.3 10,616 
True Experiences (Mac.) 24.4 10,465 
Modern Romances (M. M.) 24.0 10,317 
Movie Mirror (Mae.). 23.8 10,216 
True Love & Romance (Mac.) 24.1 10,115 
Motion Picture (F.)... 24.0 10,085 
Screen Life CF.) 23.9 10,022 


Photoplay 


——1939- —_——1940— — 1939 
Pages Lines Pages Lines Pages e 
Screen Romances (M. M.).. 23.0 9,848 11.4 
41.0 25,912 | Hollywood (F.) ......... 22.9 9,602 26.2 
55.1 34,839 | Romantic Magazine (F.) 20.5 8,616 23.7 
59. 25,596 | Radio & Television Mirror 

39.7 17,021 (Mac.) .. : ; 20.0 8,573 23.0 
29.2 18,481} Household . . 11.3 7,717 12.1 
33.0 22,170 | Holland eae 9.7 7,344 11.7 
$3.7 15,282 | Screenland (S.) ‘ : 15.5 6,644 18.7 S04) 
32.2 13,806 | Silver Screen (S.) , ; 15.4 6,594 18.2 7 - 
32.1 13,754) *Glamour , ‘ 9.1 3,932 4.0 
28.1 12,069 | *Picture Play ... : 8.0 3,439 13.7 
24.4 16,394) Woman's World ‘ ; 6.1 2.628 91 
19.3 12,220| Home Arts Needlecraft... 2.4 1,605 4.1 
28.5 19,185 > canal 
52.7 11,806 Total Group ; oe 546,427 a 51 
16.1 10,168 STANDARD 
42.5 S591 | REOTWOTE cas <ces 19.2 4,563 27.2 ' 

8.3 5.248 | Current History 12.4 2,786 12.8 “ 
14.6 6,249 | Atlantic .... ; 11.0 2,618 17.7 } 
18.0 7,733 | American Mercury 10.6 2.078 a2 
10.1 6,855 “ 

9.2 3.946 Total Group. - : 12,045 
26.0 831 OULTDOOR MAG AZINES 
13.5 5.778| American Rifleman ..... 25.2 10,809 22.8 

8.2 3.430) Field & Stream 20.2 8,657 20.4 

6.5 4.504 Outdoor Life . 18.7 8,018 17.5 ri 
17.7 $,.218| Sports Afield . 14.7 6,301 14.9 ' 
15.7 3.514| Fur, Fish, Game 14.4 6,166 15.5 ' ” 

9.6 4,117 | National Sportsman 9.7 4,166 7.0 ' 

7.1 1,596| Hunting & Fishing 7.4 3,166 7.4 { 

3 3,435 | Outdoorsman 7.3 3,145 8.2 

7.6 3,261 — - 

6.5 2773 Total Group , 50,428 1% j 

5.1 2.198 MAIL ORDER 

a 2,375 | Mother’s Home Life...... 2.3 1,595 2.9 

5.0 +160) JULY WEEKLIES AND SEMI- MONTHLIES 

1.1 1299 | DTEMEO. se ssvswssisessaeecs 183.0 125,134 113.9 78,159 
10.0 9949| Saturday Evening Post. 167.4 113,828 175.6 119.974 

6.2 2791 | TTIME oicccccess 180.2 77,291 160.5 HS S58 
12.2 2.727 | ¢ ‘ollier’s ... ‘ .102.8 69,915 126.5 R53 4846 

86 1.918 | New Yorker 106.7 45,766 171.3 7 6 

5.7 2.439 Business Week 101.9 43,703 93.8 10°57 

9.2 939g | *Newsweek Gana . 94.0 40,340 56.4 24 

1.8 778 | *American Week}; 17.8 33,956 22.9 43.571 

9.5 1,075 | Liberty sical 66.1 28,339 62.5 26,745 

This Week ... 23.9 24,576 23.5 24,22 
275.069 | CFamily Circle 51.9 22,246 42.7 18 204 
x*New York Times Magazine 19.1 19,120 19.1 1 49 
dLook |. 25.8 17,534 10.6 7.868 

32.6 56,898 | §Cue 10.6 17,401 57.8 21,346 
17.4 74,171 |} tU. S. News 32.3 13,867 14.7 0.04 
73.6 0,127 1 Grit . 20.9 11,672 28.6 10,89 
H1.8 26,505 | Forbes 19.0 8,163 18.6 4 
ja. 22,630) CRadio Guide 5.1 3.447 4.1 
$2.1 21,845) Pic 93 1,540 1.6 
38.9 26,419 
34.6 14,840) Total Group be 717,838 rel 
$1.4 13,457 
28.9 12,380 *Figures provided by publisher 
25.2 10,601 tPage size changed from 2,086 to 429 lines Oct. 15. 1026 
24.4 10,476 §Page size changed from 369 to 429 lines Aug. 12, 1 
25.4 10,898 xPage size changed from 1,040 to 1,000 lines Oct, 1 
26.4 11,101 uAugust-Sept. issues combined, 

24.1 10,320 ‘Five issues 
22.2 9,540 | bPage size changed from 636 to 680 lines Jan. 1 1 
27.3 11,708 cOnly four issues for 1939—all other weeklies fiv: 
23.9 10,264 adThree issues 1940--two for 1939. 

7.7 11,650 Group designations: M. M Modern Magazines Ma 
27.0 11,3382) Macfadden Women's Group KF Fawcett Wome: 
15.1 10,298 ) Group s Screenland Unit. 


—— 


Leading Lady 
Joins Announcer 
in Commercial * 


New York, Aug. 8.—The apparent 


tendency to link commercials with Admen to Publicize 
the central characters of radio pro- S 
eae Re ae - ks pringtield, Mass. 


grams is exemplified by the current 
Stanco, Inc., dramatic serial, “Meet 


lady is lending a hand to the regu- 
lar announcer. 


“Miss Julia,” 
housekeeper, 
has made the program a_ popular 
favorite, is brought into the closing 
commercial in this typical fashion: 


about the remarkable Univex 


camera offer on Flit, but today we'll Gem i in Radio Test — 
American Safety Razor Corpora- 
maker of the Gem safety razor 


hear from another camera enthusi- 


ast ... Miss Julia!” tion 


: IS conducting a test campaign over 
Star Steps Out WEEI, Boston. 8x10 10 HP 


Ted Lemon Advances 


Gk oducts tell 
Ted Lemon, formerly director of mall ssy prints of your produ t 


Miss Julia: “Hello, folks! You 
know, I just couldn't resist the 
temptation to tell you what a grand 


lovely picture of Paul and Ellen's 


F-L-I-T, Flit, care of this station. 4 4 
et ook ee N. Y. Transit Lines 


The camera offer is being heard Form Sales Company 
on 36 spot stations from Aug. 1 to 
McCann-Erickson, Inc., is the and Surface Transportation Sys- 
agency. tem, operators of surface and bus 


Advertising men and radio offi- 
Miss Julia,” in which the leading cials have been appointed to a com- and 3rd avenue, New York. J.J 
mittee by the Springfield, Mass., McNamara, formerly with the Bar- 
Chamber of Commerce to advertise ron Collier organization, has beer 
: “epee : the city’s advantages. 
Stanco, distributor of Flit, is offer- The committee consists of S. M. ager. 
ing listeners a Univex camera for Gamble of the Massachusetts Mu- 
25 cents and a Flit tag or sales slip. | tual Life Insurance Company, chair- 
70-year-old boarding Man, 
whose gentle humor WMAS; Quincy A. Brackett, presi- 
dent of WSPR; E. P. Cahill, secre- 
of the Springfield Advertising 
Company; Galen Snow, president of 
‘ Snow, 
Announcer: “Today, folks, I have tising agency, and Henry W. Law- 
a surprise for you. For the past son, 
few days I have been telling you Springfield Gas Light Company. 


tary 


merchandising for Purity Bakeries Just send us a photo and we will do the + 
little camera my Univex is. It takes | Corporation, 
a clear portrait picture. There’s one made director of sales. 


Third Avenue Railway System 


ee lines serving Manhattan, Queens 
Bronx and Westchester, New York 
have formed Surface Transportatior 
Advertising, Inc., to handle adver- 
tising sales. 

Headquarters are at 130th street 


named advertising and sales man- 


A. W. Marlin, manager of Appoint Simons-Michelson 
Special advertising materia! 
being prepared for the credit 
jewelry trade by Simons-Michelsor 
Company, Detroit, for Evershart 
Inc., Chicago, and Zenith Radi 
Corporation, Chicago. The agenc! 
also has been appointed to handk 
the advertising of Goodman & Com- 
pany, Indianapolis, maker of rings 


Bates and Orme, Inc., adver- 
advertising manager of the 


In lots of 100 or more 
Use actual photos in your catalogs. portfo! 


more dramatically and effectively; help incr sale 


Send for quotations on any other 


Chicago, has _ been ecm jal Photo, 41 W. 45th, N. ¥. c 


ad 


baby that I have had enlarged and 
mounted in a silver frame. The 
baby is sitting on a blanket playing 
with a puppy. It’s the cutest pic- 
ture you ever saw! Now, I'm no 
photographer, but with this Univex 
I just aimed and snapped. That’s 
all there was to it. Now I know 
all of our listeners will be interested 
in getting one of these handsome, 
miniature cameras, so why don't 
you send for yours today? Don't 
let the summer slip by without some 
interesting pictures to refresh your 
memory.” 

Announcer: “Thank you, Miss 
Julia! Yes, to get your Univex can- 
did-type camera, simply send only 
twenty-five cents and a tag or sales 


slip from any size can of Flit to |J— 


COPY MAN 


An old established advertising agency is look 
ing for a triple A copy writer for newspaper! 
magazine, trade paper and radio advertising 
He probably will be already employed be 
cause of the excellence of his work. He wi 
be able to quickly prove by his past record h 
ability as a super idea and copy producer 
you do not qualify as such please do not a! 
swer this ad. Interviews granted by appoin' 
ment only. Write fully. 


Box 3088 ADVERTISING AGE, Chicago. 
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HOW INCOME TAX PAYMENTS HAVE GAINED 


THE TRADE-O-GRAPH| 
INCOME PAYMENTS ( imtié 


EACH SYMBOL EQUALS ONE BILLION DOLLARS 


[UNITED STATES DEPARTMENT OF COMMERCE)@ [BUREAU OF FOREIGN AND DOMESTIC COMMERCE] 


Income Payments 
for First Half 
Gain 5 Per Cent 


Washington, Aug. 7.— Income 
payments increased 5 per cent dur- 
ing the first six months of 1940 over 
the corresponding period in 1939, 
Secretary of Commerce Harry Hop- 
kins announced. The income pay- 
ments for the 1940 period were 
given as $35,338,000,000, a gain of 
$1,650,000,000 over 1939. These 
figures are approximately 1 per cent 
below the 1937 figures, but it is esti- 
mated that living costs were higher 
in 1937 and that real income is thus 
somewhat higher. 

June payments totaled $6,202,- 
000,000, which is substantially above 
the sum for last year and an in- 
crease over May, 1940. Commerce 
officials state that the June rise was 
largely of a seasonal character, but 
admit that it also reflected the con- 
tinued rise in industrial activity, 
which was offset only in part by a 
sharp reduction in the cash income 
of farm operators and marked de- 
cline in work relief earnings. The 
index of non-agricultural income 
rose from 88.7 in May to 90.0 in 
June, it was said. 


Big Jump in Payrolls 


Payrolls rose $29,000,000 in June 
over May, statistics reveal. Em- 
ployes received a total of $22,492,- 
000,000 of income during the first 
six months of 1940 or an increase 
of over $1,000,000,000 over the cor- 
responding period of 1939. Divi- 
dends and interest payments amount 
to $4,449,000,000 thus far in 1940. 

In connection with the income 
payments it has been announced 
that these studies will be expanded 
to provide an essential analysis of 
the composition of income in terms 
f the actual output of goods and 
services. A beginning in this ex- 
pansion program has already been 
started with the cooperation of 
William H. Shaw, of the National 
Bureau of Economic Research. From 
this additional study the National 
Income Division will be able to 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
Prices and service to 
| be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 


Chicago, Illinois 
Delaware 3244 


supply data measuring the amount 
of food, clothing, household ap- 
pliances, automobiles, and other 
products, which were produced in 
any year since 1929. It is planned 
to break down such data to show 
separately the changes in business 
inventories and the amounts that 
consumers actually spend for such 
commodities. 


Laundry Advertising 


Contest Announced 


First, second and third awards for 


|advertising by laundries using the 


services of an advertising agency, 
advertising by laundries preparing 
their own material without agency 
assistance, and cooperative adver- 
tising by local laundry groups will 
be given in the ninth annual adver- 
tising contest of the American Insti- 
tute of Laundering which will hold 
its annual convention at the Palmer 
House, Chicago, Oct. 5-9. Syndi- 
cated advertising material will not 
be eligible and not more than 15 
separate pieces may be included in 
any entry. Ten honorable mention 
certificates also will be divided 
among the divisions. 

Entries may include newspaper 
advertisements, folders, radio 


'scripts, bundle inserts, sales letters, 


etc. Due to the wide _ publicity 
given the winning advertising the 
contest determines the copy con- 


‘tent of much professional laundry 


advertising 
Deadline 
Sept. 1, 


the following = year. 
for receipt of entries is 
1940. 


Bromo Quinine on Air 

Bromo Quinine will use programs, 
news broadcasts and spot announce- 
ments in its Canadian radio cam- 
paign running from Oct. 1940 to 
March 1941 with Russel M. Seeds, 
Chicago, handling the Canadian ac- 
count. J. K. Kettlewell is account 
executive. 


Community Plate 
Inspiration 
of Coutouriers 


New York, Aug. 6.— Turning to 
famous fashion authorities for a 
style tie-up, fall and winter adver- 
tising of Community Plate silver- 
ware by Oneida, Inc., will point out 
that leading Parisian dress design- 
ers gained their inspiration from 
Community patterns, it was learned 
here today. 

Co-featured with new designs of 
Community Plate will be original 
gowns created by Schiaparelli, Ba- 
lenciaga, Lelong and Molyneux, and 
bearing the same names the 
silverware patterns. Such headlines 
as “Community Inspires Schiapa- 
relli,” and “Community Presents a 
new pattern ‘Milady’.. . so lovely 
that Molyneux created a gown in 
its honor!” will be used. 

Copy featuring this style appeal 
will appear in ten magazines from 
September until December. The 
schedule includes Better Homes & 
Gardens, Bride's Magazine, Cosmo- 
politan, Good Housekeeping, House 
& Garden, Ladies’ Home Journal, 
Mademoiselle, Picture Play, The 
Saturday Evening Post and Vogue. 

A brochure prepared for the trade 
features the “Milady” design, an 


as 


addition to the line which re- 
ported to have been named a three- 
to-one favorite by women in a 
consumer survey in which those 
interviewed were asked to choose 
their favorite from all types of 
popular designs now on the market 
Batten, Barton, Durstine & Osborn 
has the account. 


is 


Window Display Contest 
for Washer-Ironer Week 
The American Washer and Ironer 
Manufacturers’ Association again 
will award prizes in a National 
Washer-lIroner Week Oct. 19-26, for 
the best window display. Identical 
prizes will be given in each of three 
divisions of stores, large department 
stores and utilities, appliance shops 
and hardware stores and small de- 


partment stores, furniture and all 
others. 
Salesmen who line up windows 


which prove to be prize winners also 
will receive awards of first, $100; 
second, $50; third, $25, and fow 
fourth prizes of $10 each. The 
three classes of stores each will 
have a first prize of $200; second, 
$100; third, $50, and four fourth 
prizes of $25 each. Judges will be 
Ada Bessie Swann, director, Home 
Service Center, Woman's Home 
Companion; Katharine Fisher, di- 


rector of the Good Housekeeping 
Institute of Good Housekeeping 
magazine; and Eloise Davison, di- 
rector of the New York Herald- 


Tribune Home Institute. 


fe Dong 


ITS POISE THAT COUNTS 


OlsED RIGHT... shell cut through the water in 
a graceful dive that commands the admiring atten- 
tion of all. Just so, your printed matter will cut 
through to win your prospect’s instant attention 
... if the first impression is right! Select the paper 
which, because of its perfect printability, invites 
reading... helps to makes the first impression right! 


See how Kimberly-Clark low-cost book papers ... 


* REG. U.S. © CAN. PAT. OPP, 


teirnled Milter 
ITS FIRST 


IMPRESSION 


printer for printed samples. 


U.S. & CAM. PAT. OFT, 


M = 


Pro d for 


UNIFORMITY - 


OPACITY + INK AFFINITY - 
PRINTABILITY - COLOR AND FINISH 


KLEERFECT® and nyrner™ . . 


ability, command instant reader respect 


. step up the first- 


impression of printed advertising. Ask your 


Here are two papers 


which, because of their color, finish, feel and print- 


... and 


definitely help reduce the over-all cost of printing 
circulars, brochures, and catalogues. For your next 


printing job, ask your printer to bid using: 


eee © S 8 CAR. 
PAT OFF. 


STRENGTH 


KIMBERLY-CLARK CORPORATION -NEENARBR,. WISCONSIN 
New York — 122 East 42nd Street 


Established 1872 


Cuicaco—8 South Michigan Avenue 


Los ANGELES — 510 West Sixth Street 
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NEWSREEL VICTIM 
4 


Niles Trammell, NBC president, succumbs to blandishments of newsreel men at 
NAB convention. 


Crosley Changes 
Car Distribution 

Crosley Corporation has revealed 
a new distribution policy for the 1941 
line of Crosley cars, sold since its 
introduction last year through Cros- 
ley radio and appliance dealers and 
distributors. The company now 
seeks experienced automotive dis- 
tributors although some appliance 
dealers will continue to handle the 
car. 

The 1941 line, now in production, 
includes seven models compared 
with last year’s two. Several types 
of trucks are included, along with 
a “covered wagon” which is a truck, 


car and station wagon combined. 
F.O.B. prices range from $229 to 
$450. Roy S. Durstine, the agency, 


is reported to be planning a con- 
sumer campaign. Sales of 1940 cars 
totaled 1,800. 


Calvert Budget Up 

Calvert Distillers Corporation, 
New York, is spending 95 per cent 
more money in advertising this 
month than in August, 1939. The 
“protective blending” campaign is 
being continued in 302 newspapers 
in 273 cities, as well as color pages 
in Collier’s, Esquire, Liberty and 
Life. Erwin, Wasey & Co., New 
York, has the account. 


FCC Geen Licenses 


The Federal Communications 
Commission has granted licenses for 
two radio stations in Watertown, 

Y., one to the Brockway Com- 
pany, publisher of the Watertown 
Times, and the other to the Water- 
town Broadcasting Corporation. 


Sell » HOTELS 


with 


THE HOTEL MONTHLY 


Inember ABC and ABP 
Published by JOHN WILLY, Inc. CHICAGO 


Ken Carpenter 
Casts Lot with 
New Radio Paper 


Chicago, Aug. 7.—Dial-Lite, ‘“‘The 
News Magazine of Radio,” will 
make its appearance with the Oct. 1 
issue, appearing thereafter every 
other week. It will be published by 
Radio Publications Corporation, 333 
N. Michigan avenue, Chicago, and 
distribution will be free throughout 
the corn belt. 

R. E. Lindgren is president of the 
company and, with R. L. Baker, will 
be located in the RKO bldg., New 
York. Kenneth Carpenter, who has 
been with the National Broadcasting 
Company for 10 years, is vice-presi- 
dent in charge of the Chicago office 

A first printing of 500,000 copies 
will be distributed in Iowa, Illinois, 
Indiana, Southern Michigan, Wis- 
consin, and Minnesota, Eastern 
South Dakota, Nebraska and Kan- 
sas and Northern Missouri. Two 
editions are planned, one for each 
side of the Mississippi river. 

A test issue of 20,000 copies of the 
magazine was sent out this spring, 
divided between RFD and postoffice 
boxholders in 149 counties. At- 
tached to the magazine was a busi- 
ness reply card. The publisher 
reports a 52 per cent return. 

The magazine will be entirely in 


black and white at the start. Each 

issue will consist of 24 pages. Page 

size is 8! by 11'2 inches. 

Quits Screenland Unit 
Charles Van Cott, for four years 


advertising promotion manager of 
Screenland Unit, has resigned to 
join Merrill Lynch, E. A. Pierce & 
Cassatt, New York stock brokerage 
firm. He will serve the Wall Street 
concern, which recently undertook 
an advertising campaign, in a sales 
promotion capacity. 


‘NATIONAL SPOT 


in BALTIMORE: 


RED NETWORK OUTLET 
GUARANTEED TIME 
MERCHANDISING COOPERATION 


Getting Personal 


Scott Faron, a.m., Glass Container Assn., is back at his desk after 
a six-week field trip. He has been in New England, spreading the 
gospel of the no-deposit bottle. . . Tom Lewis, Young & Rubicam’s 
Hollywood radio boss, won’t be back on the job until about September. 
The reason: he’s honeymooning. The bride: Loretta Young, the screen 
beauty... 


Roy W. Moore, the onetime 
lawyer who is prexy of Canada 
Dry Ginger Ale, Inc., was best 
man at his son’s wedding last 


IN THE ARMY NOW 


week. Son Roy Jr., a June 
graduate of Harvard, married a 
debutante. . . O. B. Winters, 


executive v.p., Erwin, Wasey & 
Co., has sold his Land’s End Farm, 
at Grasonville, Md. Jean M. 
Rogers, beauteous daughter of 
E. L. Rogers, N. Y. representative 
of W. R. C. Smith Publishing Co., 
is a bride-to-be. She’s a Powers 
model. . . 

Hunter Bell, asst. a.m., Coca- 
Cola Co., combined business with 
pleasure on his most recent trip 
to Gotham. He brought along the 
family for a look-see at the 
World's Fair and other attractions. 

Herb Drake, True Story pro- 
motion expert, is brushing up on 
his phonetics, with particular em- 
phasis on the words “I do.” He'll 
be uttering the phrase officially 
within a few days. Marion Best 
of Westfield, N. J., is the girl. 
advertising department, The croquet tournament among 
stows away the summer colony at Wains- 


John King, 
Crane Company, Chicago, 
chow at CMTC camp, Fort Sheridan, Ill. cott, L. I., is practically an in- 


ter-agency affair. Sid Dean, v.p., 
J. Walter Thompson Co., and Hendrik Booraem Jr., Young & Rubi- 
cam, are among the contestants. Jean and Colette Smith, daughters 
of H. K. Smith, v.p., McCann-Erickson, are among the feminine 
entries. .. D. L. Newton, of the N. Y. Times’ ad staff, sneaked away 
to Leesburg, Va., to get married. A Chicago deb, Jeanette Schreiner, 
is Mrs. Newton.. . 
Merle S. Jones, manager of Station KMOX, St. Louis, donated a 
trophy in the station’s golf tournament, then stepped out and won it. 
After taking a course in advertising and art, John G. Lensing, 
Rochester, N. Y., enlisted in the United States Marine Corps. . . 
Harold E. Fellows, manager of Station WEEI, Boston, lost a 
daughter and gained a son at a wedding ceremony the other day. . . 
William Hibbitt, space buyer for J. Walter Thompson, London, has 
enlisted in the Royal Artillery. . . 
Ann Miller, member of the 


media department of Blackett- HEAT WAVE REFUGEES 
Sample-Hummert, Inc., Chicago, 
will be a September bride. 


Lambert Wischerath, ad manager, 
Buffalo Foundry & Machine Com- 
pany, believes that the trials of 
fatherhood are insignificant com- 
pared with its triumphs. Reason: 
Lambert, Jr. won the Soap Box 
Derby in Buffalo and is pointing 
for national honors in the Akron 
finals. . . 

J. David Catheart, 
phia manager for Reynolds-Fitz- 
gerald, newspaper reps, won sec- 
ond prize for flower arrangement 
at a local garden show. He was 
forced to bow to Leopold Michael, 
advertising manager of “Go,” 
amusement guide. 

Roy T. Gallemore, publisher, 
Polk County Record, Bartow, Fla., 
has been recalled to active serv- 
ice in the United States Navy. In 
the last war, he brought the sub- 
marine R-14 into port with sails , 
after the engines failed. 

Earl Gammons, general man- 
ager of WCCO, Minneapolis, staged 
the most unusual cocktail party 
on record, having 60 mayors as 
guests “Bud” Schirmer, De- 
troit manager for Crowell-Collier, is the latest to rejoice at the rising 
birth rate in that organization. He reports arrival of a seven-pound 
job, the third son—two to go for a basketball team 

Victor Keith Schwank, a director of Erwin, Wasey & Co., Lon- 
don, has changed his name by deed poll to Victor Keith Watson. 
His father’s family, of Swiss origin, settled in Britain 70 years ago. 

J. J. O'Donovan, vice-president, Pennsylvania-Central Airlines, drew 
the pleasant assignment of interviewing prospective hostesses for 
entrance to the training school in Detroit 

Allyn B. McIntire, v.p., Pepperell Mfg. Company, 
of the Charles River Country Club, Newton Centre, 
was awarded the president's golf trophy, 
dents of 35 clubs in the Boston area... L. B. Wilson, pres. and g.m. 
of WCKY, Cincinnati, and Bev Dean, promotion manager, have been 
commissioned “admirals” in the Cherry River navy of West Vir- 
giana. Mr. Wilson is one of the few native Kentuckians who have 
fought off appointments as Kentucky colonels. . 

Nat Sperber, public relations director for General Sea Foods Cor- 
poration, Boston, has cast all of his other hobbies into the discard 
since buying a sail boat. He is a familiar figure on the waters of the 
Charles River. . . Burton Browne, head of the Chicago agency of that 
name, has acquired a country place at Slades Corners, Wis., to which 
he commutes. 

Doris Seiffert, copywriter for Dewees, smart women’s shop of 
Philadelphia, has resigned effective Oct. 1. Shortly after that date, 
she will be a prospect for the infants’ wear she has been so graphi- 
cally describing in newspapers for her company. 


Philadel- 


Maurice Collette, vice-president, Batten, 
Barton, Durstine & Osborn, New York, 
with his daughter, Mary Jane, enjoys the 
breeze-swept beach at Montauk, L. |. 


and president 
Mass., recently 
competed for by the presi- 


— 


Quick Successes 
Registered in 
Beauty Field 


New York, Aug 7.—The comp 


tively short time in which some 
nationally advertised brands win 
widespread public acceptance . 


dramatically emphasized this week 
in the 10th “Survey of Beauty” 
issued by Modern Magazines. The 
report shows the degree of prefs, 
ence registered by the magazine's 
readers during the past ten yeurrs 
on 52 different toilet goods anq 
cosmetic products. 

Vaseline hair tonic showed the 
most spectacular gain by captur 
first place in this classification from 
Fitch, which held the top spot ‘ast 
year. Vaseline was unranked ip 
1937, was in second place last year 
and scaled the heights this year 
with a percentage of 17.7. Fitch 
was the favorite brand for 16.4 per 
cent of the audience while Vit: lis 
came next with 11.8 per cent. 

Another spurt to success as 
shown by Arrid deodorant, which 
was unranked in 1936, in third 
place last year and in second place 
for 1940. Top brand vote went to 
Mum with a 42.2 per cent rating 
Arrid was preferred by 20.2 per 
cent and Odorono by 12.3 per cent 


Drene Still Leads 


In the shampoo field Drene con- 
tinued to hold sway with a vote of 
35.3 per cent. This product, intro- 
duced in 1934, jumped to first place 
in 1936 and in the ensuing fow 
years increased its margin of lead- 
ership. Fitch was the only serious 
contender with a vote of 18.8 per 
cent, while a long list of othe, 
brands fought it out for remaining 
volume. 

Most of the leading brands of 
previous years held their positions 
in their respective classifications 
Kleenex was top choice in the 
cleansing tissue group with 68.8 per 
cent of the total market. Listerine 
showed a similar position of domi- 
nance among mouth washes with : 
percentage of 66.7. Noxzema and 
Unguentine headed sunburn reme- 
dies with percentages of 33 and 30, 
respectively. Pond’s vanishing 
cream, Pacquin’s hand cream, Cutex, 
Maybelline, Evening in Paris, 
Tangee, Lady’ Esther, Jergens 
Dr. West, Dr. Lyon’s and Colgate 
were other top-ranking brands in 
their respective classifications. 


Study of Toledo in 


a) 

Factory Management” 

A 24-page section of August Fac- 
tory Management offers a case study 
of Toledo in an article on “How 
One City’s Industry Is Helping 
America” as a part of the theme 
“What Industry Can Do for Amer- 
ica.” 

Several Toledo companies used 
advertising space in the section 


Plan Printing Exhibits 


The Pittsburgh committee for the 
graphic arts celebration, commemo- 
rating the 500th anniversary 
printing, will hold an exhibit at the 
William Penn Hotel, Pittsburgh, 
Sept. 26-28. The exhibit will con- 
sist of booklets, catalogs and hous 
publications, folders and broadsides 
Stationery and forms, display and 
novelty pieces and publicatior - 
vertisements. 


Grove Names Thompson 
Grove Laboratories, Inc.. 

narned J. Walter Thompson ¢ 

pany, New York. to direct 

radio campaign on Bromo Quin:nt 


—_ | 


C. E. HOOPER SURVEY: 


audiences of Phila. Network Statio”s- 
10:00 - 10:15 A. M. Mon. thru Fri. - 4 Mo. Av 


WFIL 15.1° 
WCAU 10.8" 
KYW 10.4°, 


%& listeners identitying station and prograe 
First with 46 other programs. 


For LOWER COST Circulation 
BUY WFIiL 
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ADVERTISING AGE 


25 


HEAVY THINKING AT NAB CONVENTION 


Ed Yocum, KGHL, Billings, Mont., propounds a question which causes John M. 
Baldwin, KDYL, Salt Lake City, deep perplexity. L. A. Loeb, associate of Mr. 
Baldwin, completes the trio. 


Weicker, Genius 
in Two Fields, 
Taken by Death 


New York, Aug. 8.—Theodore 
Weicker, chairman of the board of 
E. R. Squibb & Sons and a pioneer 
in replacing quack remedies with 
modern pharmaceuticals, died yes- 


terday at his home at Greenwich, 
Conn. He was 79 years old. 

At a time when nostrums and 
cure-alls flooded the market, Mr. 


Weicker conceived the idea of mak- 
ing available to the general public 
information about pharmaceutical 
products which had formerly been 
limited to a select few. 


rhis program took the form of a | 


Merchandising, 


national advertising campaign de- 
signed both to popularize the name 
and ideals of his company and to 
lash out against the quack reme- 
dies. He was in personal charge of 
the advertising, and evolved the 
famous slogan which still identifies 
Squibb copy: “The priceless in- 
gredient of every product is the 
honor and integrity of its maker.” 

This campaign was endorsed by 
the American Medical Association 
as a contribution to public educa- 
tion and in the best interests of the 
medical profession. 

Mr. Weicker was born in Ger- 
many and went to work for the 
chemical firm of E. Merck as a 
young man. He was_ associated 
with an export company in London 
for a few years, and then came to 
this country in 1885. He became a 
partner in Merck & Co., the Ameri- 
can branch of the German firm 
which had been established upon 
his recommendation. 


He remained with Merck for 15 
years, meanwhile gaining Ameri- 
can citizenship. He studied at 


Columbia University, obtaining de- 
grees in pharmacy and pharmaceu- 
tical chemistry, and became inter- 
ested in the work of Dr. Edward 
R. Squibb, who had founded the 
Squibb company in 1858. 


Building a Business 


Upon the death of Dr. Squibb in 
1905, Mr. Weicker joined with the 


—— 


be sure to see historic Philadelphia 
—stay at the Bellevue—one 
of the few world famous hotels 
" America. The Bellevue IS 
Philadelphia. Reasonable rates. 


BELLEVUE 
: STRATFORD 


IN PHILADELPHIA 


LANE H. PENNETT, General Manager 


Conditioned 
lettoure ots 


late Lowell M. Palmer in purchas- 
ing the company. At that time, 
Squibb had one bookkeeper, one 
salesman and about 100 laboratory 
employes. He built up the per- 
sonnel, established branch offices 
and established for the company a 
nation-wide reputation through ad- 
vertising. 

Two years ago, Mr. Weicker 
realized a lifelong dream when he 
dedicated the $1,000,000 Squibb 
Institute for Medical Research at 
New Brunswick, N. J. Recognized 
as one of the finest institutions of 
its kind in the country, it is de- 
voted to biochemical and pharma- 
ceutical research. 


Wiley, Expert on 


Victim of Heat 


York, Aug. 5.—The heat 
wave which held a large part o* 
the United States in its grip last 
week resulted yesterday in the 
death of Harry Duff Wiley, a mer- 
chandise manager in the retail di- 
vision of Montgomery Ward & Co. 
Mr. Wiley, who was 52 years old, 


New 


passed away in a local hospital 
after suffering a heat prostration 
several days before. 


He came to Ward four years ago 
with a= distinguished reputation 
which was enhanced by his work 
with that organization. His pre- 
vious service was as general man- 


ager of Thresher Brothers Silk 
Company, Boston; merchandise 
manager of Lord & Taylor, New 
York; general manager, Cheney 
Brothers, New York, and _ vice- 
president of the Butterick Com- 
pany. 


Long interested in and at times 
actively identified with advertising, 
Mr. Wiley frequently voiced the 
belief that an effective campaign 
must begin with a product worthy 
of coordinated effort and vigorous 
copy. He labored incessantly for 
this dual superiority and left be- 
hind a striking record of successes. 

In his latest connection, Mr. 
Wiley was responsible chiefly for 
buying and merchandising of ju- 
venile and infants’ products, gen- 
erally considered one of the most 
formidable fields which could be 
selected. Three buyers worked 
under him. He often told them to 
do their buying with the advertis- 
ing written in their mind’s eye, 
even if they had no copy to pre- 
pare in actual practice. Mr. Wiley 
also endeavored to impress his sub- 
ordinates with their responsibilities, 
which he regarded as particularly 
heavy in the juvenile and infants’ 
field. At the same time, he be- 
lieved, the opportunities for mak- 
ing friends for the product and the 
store were correspondingly numer- 
ous. 


GEORGE B. WILEY 


Detroit, Aug. 5.—George B. (Bud) 
Wiley died suddenly of a_ heart 
attack last week while entertaining 
friends in his home in a _ Detroit 
suburb. Mr. Wiley, who was only 
44 years old, was Detroit represen- 
tative of the New York Mirror. 
Before joining that paper two years 
ago, he was in the Chicago office 
of Macfadden Publications. 


KENNETH L. MURRAY 


Chicago, Aug. 5.—Kenneth L. 
Murray, advertising manager, 
Beatrice Creamery Company, died 
in Presbyterian Hospital Sunday af- 
ter an illness of several months. 


HARRY L. SHAVER 

New York, Aug. 8.—Harry L. 
Shaver, advertising manager of the 
Times, Bayonne, N. J., died yester- 
day at his Staten Island home. He 


CBS IN DEPARTMENT STORE TIE-UP 


Station KNX, Los Angeles, is joining other CBS outlets in linking the network's 


forecast’ series with the retail 


field. 


The Broadway-Hollywood department 


store, Hollywood, shows this display. 


was formerly national advertising 
manager of the Staten Island Ad- 
vance, and had been employed pre- 


viously by Chicago agencies 


BERNARD J. APPEL 

Philadelphia, Aug. 5.—Bernard J 
Appel, 45, and advertising 
manager of Jacob Siegel Company, 
overcoat manufacturers, died Satur- 


sales 


day in Hartford, Conn., following 
an attack of appendicitis. During 
the war, Mr. Appel was a naval 


officer, 


MRS. ELIZABETH DEVREE 

New York, Aug. 7. Mrs. 
beth Devree, copywriter for J 
Walter Thompson Company, was 
found dead yesterday in the kitchen 
of her home by her’ husband, 
Howard Devree, assistant art editor 
of the New York Times. She suf- 
fered from a heart ailment. 


Eliza- 


THOMAS F. BURNS 

New York, Aug. 6. Thomas F. 
Burns, a veteran of more than 30 
years service in the advertising de- 
partments of New York newspap- 
ers, died here Sunday. He recently 
left the World-Telegram to join the 
Post. He was 63 years old. 


Bakery Uses Girls In 
Oven-to-Home Sales 


Muhs Bakery, Sheboygan, Wis., 
has inaugurated a driving and sell- 
ing staff comprised exclusively of 


girls on its “oven-to-home” bakery 
routes Jyirls are dressed in red 
and white uniforms to match the 


trucks of the same color. Interior 
of the trucks is equipped with sani- 


tary cabinets containing eight 
drawers which hold all of the bak- 
ery products, all of which are 
wrapped in cellophane or wax 


paper. 

The girls carry the products di- 
rectly into the home where house- 
wives can make their selections 
from the display trays 


Ambler to Philadelphia 


Willis H. Ambler, formerly man- 
ager of the Brooklyn market divi- 
sion of Collier transportation ad- 
vertising, has been appointed sales 
manager of the Philadelphia Ad- 
vertising Company, lessors of street 
car, subway-elevated and bus ad- 
vertising in Philadelphia 


Wardell Joins Agency 


W. L. Wardell has resigned as 
general sales manager of the gen- 
eral products division of United 
States Rubber Company, New York, 
to join C. L. Miller Company, New 
York agency. 
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Sports Broadcasts Build 
Sales of White Flash Gas 


Atlantic Refining Finds 
Baseball and Football 
Airings Profitable 


Philadelphia, Aug. 8.—With both 
major and minor league baseball 
teams girding themselves for the 
dash down the home stretch toward 
pennant honors or reverting to the 
inextinguishable hope that next 
year they’ll do better, millions of 
sports fans keep their ears glued to 
radio loud speakers and partake of 
the lavish divertisement dished out 
by advertisers. 

Within a comparatively short 
play-by-play descriptions has _ be- 
come one of the most potent good- 
will builders yet discovered by the 
advertising field. And, as an ob- 
vious corollary, the use of spot radio 
has convincingly proved {ts worth 
as a vehicle for the performance of 
an intricate task. 

The experierfces of Atlantic Re- 
fining Company, now completing its 
fifth year as a sponsor of 
broadcasts, afford a good opportun- 
ity to study at close range the com- 
plexities and possibilities of this 
form of promotion. Since sales 
records are the most eloquent com- 
mentary on the operation of an 
advertising campaign, it can be 
stated immediately that current 
sales are running substantially 
ahead of those for 1939, which was 
the biggest sales year in the com- 
pany’s history. 


Many Factors in Success 


In discussing the obvious success 
of Atlantic’s spot radio 
the company’s advertising and sales 
executives, as well as those mem- 
bers of the N. W. Ayer organization 
who are active on the account, point 
out that while the vehicle has 
clicked for them it is not advanced 
as the immediate solution of all ad- 
vertising problems, nor do_ they 
imply that spot radio, regardless of 
the care with which the campaign 
is planned and executed, will per- 
form for everyone as well as it has 
for Atlantic. © 


sports | 


MAILING SERVICE 


Multigraphing Filling-in 
Addressing Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St Wabash #655 
CHICAGO 


2 A it ree 
space of time the broadcasting of | ee 


activities | 


Like any other medium, they | 
point out, spot radio is most efficient 
and most effective when its peculiar 
qualities are readily adaptable to 
the peculiarities of the merchandis- 
ing problem in hand. Spot radio 
has been successful for Atlantic 
because it is geared admirably to 
meet the company’s present adver- 
tising and promotion objectives. 

The original impulse to try this | 
medium for Atlantic products} 
sprang from a desire to localize the 
company’s advertising appeal, to in- | 
crease the stature of individual | 
dealers in their own communities, 
and to forge a stronger link be- 
customer and_ product 
through the dealer. Thus, an ex- | 
perimental program of 600 major 
and minor league baseball games, | 
using the facilities of five stations, | 
was set up in the spring of 1936. 


Immediate Results Seen 

Results are described as “spec- | 
tacular.” In the weakest market 
sales spurted 10 per cent over the 
previous year, while the best mar- 
ket showed a rise of 37 per cent. 
The baseball test was followed by 
football broadcasts during the fall 
of 1936, with the games of 16 col- 
leges aired over 45 stations. Again 
sales shot upward and sports broad- 
casting became a fixture on the At- 
lantic Refining advertising schedule. 

Each year since 1936 the scope of 
the program has been expanded and 


by the time the current season 
comes to an end 2,250 baseball 
games will have been broadcast, 


covering the playing schedules of 
five major league and 18 minor 
league teams throughout the At- 
lantic Refining territory extending 
from New England to Florida. A 
total of 48 stations is being used 
and, allowing an average of two 
and a half hours per game, Atlantic 
Refining will have consumed 5,625 
hours of spot time for the baseball 
year. It is estimated that this in- 
volves an expenditure of about 
$330,000 for time alone. 


How Schedules Are Arranged 

Bearing in mind the company’s 
local objectives, the procedure in 
setting up schedules has been first, 


|to negotiate for the rights to games 


\of the home team 


jnetworks but 


in communities 
where there is an organized pro- 
fessional ball club. Where there is 
no home team an attempt is made 
to cover the area with broadcasts of 
the nearest major league team 
through a local station. This has 
involved the hooking up of special 
even in these in- 


|stances the conditions of spot radio | 


lapply. In 


| 


} 


ifrequent than in baseball, 


| than confine them to the localities | 


football broadcasts the 


juse of such special networks is more 


since it 
is often desirable to carry games of 
wide interest over large sections of 
the Atlantic marketing area, rather 


lin which they are played. 


NAME 


of photos on the following 


000 different 
# more than 10, 
wateds (lee 8 x 10) for the —or 
é on 

dget. Every 
ceeen degre model — vd 
a in advertising. Non-exclusiv 
production rights $10 0 each. 


Send this stock photo on opproval. oO 


Bill us for it. O Send on opprova! selec- 


subjects: 


ADDRESS 


UNDERWOOD & UNDERWOOD 


319 E, 44th ST., N.Y. C. 


241 E. ONTARIO ST., CHICAGO 


HOW ATLANTIC REFINING FOOTBALL BROADCASTS ARE MERCHANDISED 


FOOTBALL > Sik 
BURN-OUTS Gs 


This 1939 Atlantic folder, showing some 
broadcasts, shows how the 


sports 
has been recorded during the past 
five years as a 
checking in all markets. 
ject of 
has come in for particular scrutiny. 
Treat the listener 
tion, 
down for 
objective of the broadcasts is to win 
good will and Atlantic Refining is 
acutely aware of the danger 
terfering with the listener’s enjoy- 
ment of the contest. 
selling” is 
Announcers must abide by the hard 
and fast rule that there are to be no 
commercial 
an actual play, either in baseball or 
and there must be no tie-— 
up between the sponsor’s products 
and the ability or 
players. 
ally limited to ten minutes for an 
average two and a half hour broad- 
cast. 


football, 


been trained to 


policy 
announcers and constant, alert sup- 
ervision throughout the season. 
job of training announcers and the 
follow-up task are entrusted to Les 
Quailey, assistant to Ted | 
Husing in the 
sports events and now head of this 
jactivity for N. W. Ayer. 


Constant improvement of Atlantic | school 
| football seasons. Once the schedules 


|}get under way Quailey spends most | 
of his 
broadcasts, 
full games and offering suggestions 
to different announcers on how they 
can improve their work. 


broadcasting performances 


result of regular 
The sub- 
commercials, for example, 
with considera- 
is the guiding philosophy laid 
announcers. The chief 


of in- 


Thus, “over- 
scrupulously avoided. 


announcements during 


performance of 
Commercial time is usu- 


No Second Guessing 


announcers have 
“report” games and 
from editorializing on 


Play - by - play 


to refrain 


the merits of individual players or 
teams. 
their 
Atlantic 
guessing.” 
call it exactly as 
announcers are advised. 


Listeners have registered 
approval of this technique. 
Refining rules out “second 
Wait for the play and 
it has occurred, 
The execution of such a rigid 
requires careful selection of 


The 


formerly 
handling of CBS 
The train- 
with an announcers’ 
both baseball and 


ing starts 
before 


road checking 
samples and 


time on the 
recording 


Announcers Get Together 


An innovation this year was the 
pre-season meeting of announcers 
in West Palm Beach, Fla., which 
not only gave the 
the traditional baseball spring train- 
ing but also afforded them a first- 
hand view of the Florida road test 
conducted over a 171l-mile course 
between West Palm Beach and 
Okeechobee. This test was singled 
out as a high point for all com- 
mercials during the course of the 
season. The same theme, incident- 
ally, has been featured in Atlantic 
Refining newspaper copy, which is 
consistently employed as accessory 
to radio advertising. From May 27 
to July 4, for example, a list of 175 
papers was used for a special cam- 
paign on this theme, with insertions 
ranging up to 840 lines each. Pre- 
viously a drive was conducted dur- 


FOOTBALL FOOTBALL BANNER , aines bed te on ce tee aaa Ocaae. | : 
“200K ve _roeape er and another Station Display 
Contest—a chance to 


of the variety of tie-up material available to dealers in connection with football 


boys a taste of | 


—— 


— 


WIN EXTRA CASH! 


5100 FIRST GRAND PRIZE 
$50 SECOND GRAND PRIZE 


oil company puts its dealers in the thick of the merchandising play. 


ATLANTIC BASEBALL PLAY-OFF GETS CROWDS 


This picture, taken at Shibe Park, Philadelphia, where the play-off in the Atlantic 

Refining baseball schools was played last fall, gives an idea of the merchan- 

dising put behind the company's sport spots. The game was played at night 

and drew 35,000, the largest crowd ever to witness an amateur baseball game 
in Philadelphia. 


tis 

ing March and April in a similar obtain an entry blank. Last yea bg 
list but featuring insertions of full nearly 400,000 youngsters signed uj R. 
pages and 1,000 lines, heralding the for instruction and this year indi- ou 
|}company’s new White Flash Plus. cations are that the total will reac! pa 

Local merchandising tie-ins with 600,000. = 
the sports broadcasts represent an Play for Mack Cup 
important phase of the company’s 
program. These tie-ins are designed Heading up the staff of instruc- 
‘to bring traffic into dealer stations tors are Jack Coombs and _ Ira Sp 
and the most spectacular effort to (Continued on Page 27) ad 
date has been the Atlantic baseball ea 
schools, conducted in 75 different se! 
cities and open to boys between the JESS uF STR 8a 
ages of 11 and 19. The schools are ly 
under the direction of Jim Peterson, - 


former University of Pennsylvania 
athlete and pitcher for the Phila- 
delphia Athletics. The only require- 
ment for participation is that the 
boys stop at any Atlantic station to 
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Fans Root for 
White Flash 
in Sportscasf 


(Continued from Page 26) 


Thomas, both scouts 
members of the A’s 
instructors in all, 


and former 


including such 


There are 40 | 


| 


well-known baseball names as Rab- | 
bit Maranville, Stuffy McInnis, Jack | 


Barry 
regular 
weeks, after which the various local 


and Wilbur Cooper. 


teams play for the Connie Mack 
Cup. Last year, the championship 
game, held at Shibe Park, Phila- 
delphia, drew 35,000 fans. 


A wide variety of other merchan- 
dising aids also contributes to the 
exaction of the fullest measure of 
benefit from the sports broadcasts. 
A special offer made during com- 
mercial announcements, for in- 
stance, gives fans a chance to get 
a pen and pencil set, autographed 
by any one of 50 big league base- 
ball stars, for only 25 cents. Order 


The | 
school session lasts eight | 


blanks must be procured from local | 


Atlantic dealers. Also, acting in 
the belief that “when boy comes, 
parents will follow,” the company 
furnishes dealers with baseball caps 
patterned after those worn by big 
leaguers. Point-of-sale posters fea- 
turing the Atlantic Refining broad- 
casts, pennants and special display 
units built around a baseball theme, 
are likewise made available to deal- 
ers. 

In merchandising its sports pro- 
grams to dealers Atlantic Refining 


;we 


ANNOUNCERS LEARN THEIR LESSONS 


Charlie Gault, Eastern Intercollegiate Association football official, Les Quailey 
and Jim Peterson, of N. W. Ayer & Son sports staff, preside at school session 
of Atlantic announcers prior to 1939 football season. 


impressive, from the standpoint of 
sales as well as dealer enthusiasm. 
I am sure that a substantial share 
of the credit for our greatest sales 
record belongs to the interest cre- 
ated by our broadcast advertising. 
“Besides the commercial effec- 
tiveness of sports broadcasting, we 
know from the thousands of letters 
receive each year that these 
broadcasts are also contributing to 
the happiness of many, who are 
unable because of illness or other 


/reasons, to go out and see the games 


themselves. We also know that 


|these programs have intensified in- 


terest in the games with the result 
that attendance in many parks has 


|been consistently better than it was 


points to surveys which show that | 


baseball broadcasts were found to 
be four and a half times as popular 


as the average of all daytime pro- | 


grams. A checkup in Boston showed 
that between 3 and 4 p. m., 57.6 per 
cent of the listener audience was 
tuned in on baseball, while between 
4 and 5 p. m. the baseball audience 
was 61.9 per cent. Even more im- 
portant, Atlantic asserts, is the fact | 
that in cities where baseball broad- | 
casts were presented the number of | 
people who were able to identify | 
the sponsor correctly ranged from 
81 per cent in Wilkes-Barre to 98 
per cent in Williamsport, Pa. 

Pointing out that the 1940 adver- 
tising program is the largest ever 
conducted by the company, Joseph 
R. Rollins, advertising manager, 
summarized Atlantic Refining Com- 
pany’s attitude toward sports broad- 
casting as follows: 


Results Prove Value 


“This is the fifth year we have 
sponsored broadcasts of baseball. In 


Offers $1,000 Prizes in 


| with 


prior to the time the daily games 
were put on the air.” 

And a final indication of the 
advertising’s value can be gleaned | 
from the comparative earnings fig- 
ures for the first six months: 1940, | 
$5,266,000; 1939, $1,353,000. 


Flexees Display Contest 


Artistic Foundations, Inc., New 
/York, is offering $1,000 in prizes 
for window displays as a feature 
of its Flexees Fashion Fete to be 
held Oct. 1-10. Thirty-seven prizes 
including a special grand prize for | 
the best Flexees window tie-up | 
ready-to-wear fashions will 
be awarded. The country will be 
divided into the 12 Federal Reserve 


idistricts with stores in each area 
competing. 
First and second prizes of $50 


and $25 will be given in each area 
with first prize winners competing 
for the national prize of $100. Oct. 


/15 is the deadline for entering pic- 


| tail 


addition, we have also sponsored | 


each fall an extensive and repre- 
sentative list of college football 
games. The returns from both 
types of program have been most 


and it’s 2 FOR 1 value 


when you use the 


MIDWEST 
FARM PAPERS 


— \wice the circulation of the average 
tional in the Midwest states—and at 
twice the subscription price. 
© Prairie Farmer @ Nebraska Farmer 
© Wallaces’ Farmer & ltowa Homestead 
® Wisconsin Agriculturist & Farmer 
@ The Farmer, St. Paul 


|Mack Goldman, corset news editor, 


tures. Judges will be Miss Pearl 
Berry, corset editor, ‘National Re- 
Dry Goods Association Bul- 
letin”; Miss Louise Campe, editor, 
Corset and Underwear Review; 


Women’s Wear Daily; Miss Valen- 
tine Erskine, associate editor, Cor- | 
sets and Brassieres, and Arthur 
Hirshon, advertising counsel, Hir- 


shon-Garfield, Inc. 


Harry Hayden Joins 
M. L. A. Publications 

Harry Hayden, who until last 
month was Eastern advertising 
manager of Look, has been ap- 
pointed advertising director of 
M. L. A. Publications, New York. 
Magazines concerned include the 
Guide Group, consisting of Click, 
Living Romances, Movie and Radio 
Guide and Screen Guide, and the 


Detective Stories Unit, made up of 
Actual Detective Stories, Intimate 
Detective Stories and Official Detec- 
tive Stories. 

Saul Flaum, Mr. Hayden's prede- 
cessor as M. L. A. advertising direc- 


tor, has resigned. 
‘WSB to Raise Rate 

Station WSB, Atlanta, will in- 
crease its gross evening network 


rate from $360 to $400 per hour on 
Sept. 1. The station, a Red net- 
work outlet of the National Broad- 
casting Company, recently erected a 
new vertical radiator which is 
claimed to have more than doubled 
the primary nighttime service area 
and increased radio homes served by 
47 per cent. 
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GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS + 


Plastic Creations 


to Jack Yarnov 

Plastic Creations, Atlantic City, 
N. J., maker of kitchen gadgets, has 
appointed Jack Yarnov & Company, 
New York, to handle its advertising. 

Seventeen products will be pro- 
moted, one being introduced each 
month in ten business publications. 
A newspaper schedule will follow 
for consumer copy. 


Prices Slashed 
by Columbia 
on Home Records 


Bridgeport, Conn., Aug. 7. — The 
“battle of music’ between Columbia 
Recording Corporation and RCA 
Mfg. Company was spiced this week 
when Columbia revealed plans for a 
magazine and spot radio campaign 
in which new low prices on classical 
recordings for home use will be co- 
featured with leading conductors 
and orchestras now recording ex- 
clusively for Columbia. 

Several months ago, RCA-Victor 
marketed a series of “black-label 
classics,” priced at 75 cents and $1 
a record. Columbia’s new move is 
to reduce prices of its entire classi- 
cal catalogue. Ten-inch records for- 
merly priced at $1 have been re- 
duced to 75 cents, and 12-inch discs 
which were $1.50 and $2 are now $1. 

Consumers will be informed of 
new Columbia prices and artists 
through a consistent campaign in 
Life, beginning with a spread and 
continuing with single pages at 
three-week intervals until the end 
of the year. 

The spot campaign will embrace 
an undecided number of stations, 
most of them affiliated with Co- 
lumbia Broadcasting System, CRC’s 


Two and one- 
minute transcriptions will be 
used, containing “samples” in the 
form of famous arias interspersed 
with subtle commercials. 


parent company. 
half 


Entertain and Sell 


The spot broadcasting plan is con- 
sidered a “natural” in that the 
transcriptions will feature excerpts 
from the advertised product, thus 
getting across a selling message in 
the entertainment itself as well as 
in the accompanying commercials. 
The Columbia campaign is the first 
to be directed by Benton & Bowles, 


New York, recently appointed 
agency. 

Among the artists lured away 
from the RCA-Victor banner who 
are now recording exclusively for 
Columbia are Leopold Stokowsky 
and his new All-American Youth 
Orchestra, the New York Philhar- 


monic-Symphony Orchestra under 
the baton of John Barbirolli, and the 
Budapest String Quartet. 
Columbia's signing of the Sto- 
kowsky youth group, now on tour 
in South America after being hailed 
in their initial performances in this 
country, creates an unusual situa- 
tion. The Philadelphia Orchestra, 
directed by Stokowsky, will con- 
tinue to record for RCA-Victor. 
Hence, Stokowsky works for both of 
the two competing record companies. 


als 


The new \O,000-Word Zeepeam / 


“A PICTURE IS WORTH 10,000 WORDS 


WESTERN UNION 


ILLUSTRATED 


TELEGRAMS 
Ficline what you Sell / 


Illustrate your sales Telegrams. 


It will make your “story”’ 


more effective! 


NUMBER OF MESSAGES 


QUANTITY DISCOUNTS ON LOCAL 
OVERNIGHT TELEGRAMS OF SAME TEXT 


DISCOUNT 


25-50 10% 
51-100 15% 
101-250 20% 


OVER 2000—50% 


plus charges for engravings and printing of illustration 


NUMBER OF MESSAGES DISCOUNT 
251-500 25% 
501-1000 322% 

1001-2000 40% 


ASK NEAREST WESTERN UNION MANAGER FOR DETAILS 
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ADVERTISING AGE 


The rates for this department are as follows: 


“Help Wanted,” “Positions 
“Representatives Available,” 
cash with order. 


Wanted,” 
30 cents a line, minimum 


“Representatives Wanted,” 


charge $1. 


and 
Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


POSITIONS WANTED 
AVAILABLE IMMEDIATELY 
Advertising Production man Sales 
Promotion-Buyer of printing. 12 years 

of valuable experience. 
Box 3094, ADVERTISING AGE, Chero 


For Rent—1 BRAIN: In excellent con- 
dition College trained. Especially 
useful on sales correspondence, Cler- 
ical and selling experience. 

Box 3079, ADVERTISING AGE, Chgo. 


PROMOTION MANAGER for news- 
paper or radio station. Achievement 
as salesman and manager for small 
and metropolitan dailies, with back- 
ground in reporting, editing, script- 
ing, merchandising, sales promotion, 
publicity. Now paper department 
head. University honors graduate. 258. 
Dossier, references available. 

Box 3091, ADVERTISING AGE, Chgo 


A Big Help to Advertising Budgets 
FREE-LANCE copy, Layout, Ideas. 
Box 3077, ADVERTISING AGE, N. Y. 
COPYWRITER experienced, 
tile, 34; now writing for “name” 
clients in Chicago, des. interview 
eastern agency before Aug. 23, while 
east. Call Howard 6153 (Phila.) for 
app't. 


versa- 


GIRL, 26, to werk into sales or ady. 
dept.. own corres, sales-dealer follow- 
up; typist, light stenog., acct’g. exp 
Box 3090, ADVERTISING AGE, Chgro 
Available Immediately 

A sales promotion and advertising 
manager is available who has learned 
the answers the hard way thru 15 
yrs. of concentrated experience, with 
the necessary educational foundation 
in the proved fundamentals 


Six years of agency experience has 
xiven him the broad and intimate 
grasp of varied businesses that in- 
evitably sharpen judgment—and the 
rest of his time has been spent with 
successful manufacturers where prac- 
tical ideas were a necessity. 


Well educated, a good organizer, and 
young enough to fit into any group 
smoothly and promptly. 37 years old, 
married, protestant, French Canadian 
descent. 


Some busy agency can use this man's 
merchandising experience or some 
manufacturer who is tired of having 
his hard-to-earn advertising and sales 
budget experimented with If you 
are the one please write for complete 
details, 


Box 3089, ADVERTISING AGE, Chgo. 


HELP WANTED 
Wanted: National Advertising Mana- 
ger Large Southwestern newspaper 
desires young man with experience 
on southern newspaper to handle na- 
tional advertising, also local jobbers 


and manufacturers representatives. 
Permanent place for right man, ex- 
perience in national field necessary. 


Enclose photo and state age and full 
details in first letter. 

tox 3093, ADVERTISING AGE, Chgo 
COMMERCIAL MOTION PICTURE 
AND SLIDE FILM SCRIPT WRITER 
Some experience preferred, Live, fast 
growing Middle West producer. Will 
consider writer now serving in a 
junior capacity. Give full details in 
| first letter. Your reply will be held 
confidential. 

tox 3092, ADVERTISING AGE, Chgeo 

POSITIONS OPEN 
We specialize in advertising 
nel, male and female. 
available with advertisers, agencies 
and publishers Transactions confi- 
dential, No registration fee 
FRED MASTERSON 
Sinclair-Masterson Personnel 

Room 1528, 120 8. LaSalle St., Chicago 
! 


person- 
Positions now 


| REPRESENTATIVES AVAILABLE 
PUBLISHER'S REPRESENTATIVE 
experienced advertising space 
man, wide acquaintance, N.Y.C. Office, 
wants Eastern representation of 
leading publication, commission basis 
Box 3085, ADVERTISING AGE, N. Y. 


sales- 


PHOTOGRAPHY 


1,000,000 stock pictures, all subjects. 
Over 1200 correspondents execute 
photo assignments anywhere in U. S 
promptly, at low cost! 
Free-lance Photographers Guild 
219 East 44th Street, N.Y.C 
MUrray Hill 2-3810, 


MISCELLANEOUS 


| Save On Sales Literature! 
With Laurel's Improved Process. Re- 
produces Direet from. copy. Elimi- 
nates Expensive Engravings-Typeset- 
ting. 
500 (S%x1l") copies $2.63 
additional hundreds 22¢ 

Ideal for Booklets, Sales Letters, 
Broadsides, ete. Send for Free De- 
seriptive Manual In Metropolitan 
N. Y. ask for Representative. WAlker 
5- 0526, 


Laurel Process, 480 Canal St., N.Y. C. 


National Radio. 
Records Rushes 
Initial Report 


New York, Aug. 7.—Following 16 
months of organization work dur- 
ing which progress has been slow, 
National Radio Records will issue 
its first report on the volume of na- 
tional spot radio about the middle 
of September, it was learned here 
today. 

The report will cover the month 
of August, and will outline the spot 
activity of the clients of 22 leading 
agencies. These cooperating agen- 
cies, which are known as charter 
members of National Radio Rec- 
ords, place more than half of all 
national spot business. 


scnedule..ie 
TEXAS" FIFTH 
MARKET! 


“AMARILLO 


NEWS and GLOBE 


National Representatives 
TEXAS DAILY PRESS LEAGUE 


at . . 
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The first few monthly reports 
will be distributed only to these 22 
agencies. As soon as all “bugs’ 
have been eliminated the 165 other 
agencies throughout the country 
which place radio business will be 
invited to become regular members. 


Data to Be Given 


According to N. Charles Rora- 
baugh, founder and president of 
NRR, the report will include for 
each product the stations used, num- 
ber of broadcasts, whether live or 
transcribed, and the length of an- 
nouncements or programs. Media 
Records’ classifications of products 
and services will be used. 

Mr. Rorabaugh explained that 
dollar expenditures for each product 
will not be included, because of the 
vast amount of statistical work that 
would be required. Subscribers to 
the service will be able to compute 
expenditures, however, by consult- 
ing station rate cards. 

He explained that the service will 
never be sold to non-cooperating 
agencies or their clients. This pol- 
icy is necessary, he said, to insure 


protection for cooperating agencies 
who disclose confidential informa- 
tion. 


McCann Takes 
More Space 

McCann-Erickson, New York, has 
taken additional space on the 10th 
floor at 50 Rockefeller plaza. The 
agency also occupies the entire 11th, 
12th and 13th floors of the build- 
ing, as well as part of the 10th. 


7 ’ . 

Sun” Syndicates 
Liquor Campaign 

Thirty, single-column, 100-line ad- 
vertisements promoting the “Name 
Your Brand” idea when ordering 
liquor at a bar or package store are 
being run by the New York Sun and 
many cooperating newspapers. 


THIS WEEK 


Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 


=_ 
= 


— eee 
+——+— 
+ 


i. 


BS <i an Ge: ] a a a age 
SROGUHRERHSURROUENEET 
Y WEEK VARIATION SHOWN | | } | 
{ | 

ae Pts ! 

; ; +t +44 Sees’ 

1} | | 

‘++ + Besa esas } + +4 


| 
i 
1 


| 


AN 


| 
| 


4 


JANUARY FEBRUARY MARCH 


| | 
PE 


APRIL 


AX 


LITT 


Lt t—»4 + + + + 44 14} 4} 4 4 4 4 4 
} 

hl | an a Lit itt 
T a | T TTT tt 
Li} | Somme Sra s* J vada vneedinondnennthsonndh 
ay | 
| } RES } t—+-++ ++ -++-+4 + ; = 
| | | 
} ; $d r] 

| 


| 
eae 
| 


}_—_+__+——-+ —~+ 
—— 
+ 


MAY ‘JUNE 


+-- + 
; ae eeseees® ; 
oan COO TTT 
vc A AN AX -A\ 8 SS 


JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
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31-Week 


31-Week 
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+ Gain — Gain 


or Loss or Loss 


Period Period Period 1940 1940 Week Week 
Ended ended ended over over Ended Ended 
Aug. 6, 1938 Aug. 5, 103% Aug. 3, 1040 1938 3H Aug. 5,193 Ang. 3,1940 1 

‘Akron, ©). o* 7,278,183 5,862,048 22.7 +.) PON 255 151,903 

Albany, N. Y.. ‘ 1,992,139 4,921,082 6.4 1 122,339 120,83 

“Atlanta, ih. va ‘ 8,635,962 9,925,700 0 13.0 $43,294 245,084 

Baltimore, Md. .. 12,668,549 12,748,081 3.7 + 2.1 353,443 331,604 

Birmingham, Ala. 7,295,456 7,580,692 12.0 7.8 258,692 233,460 

“Boston, Mass. .... 10,639,362 5.470 2.2 4.2 297 611 248,760 

Bridgeport, Conn 5,259,210 5,542 + 13.5 + 4.8 158,704 164,556 3.7 
‘Buffalo, N. Y.... 9,039,014 278 a3 rey 214,728 232,402 8.2 F 
Camden, N. J 5,780 44.7 31.7 65,114 80,549 28.4 
Cedar Rapids, ta 726 + 1.0 3.1 45,718 74,436 17 7 
Charleston, W Va T7086 +S. 1.8 159,264 164,822 _ 
hicago, 1 27 10.0 :.2 $27,840 399,249 ' 
Cincinnati, © 7,200 ce + 4.9 262,047 251,797 
Cleveland, © 541 tO.0 +2 7 287,169 271.054 4 
Columbus, ©). 52,908 + 7.7 er) 200,201 190,607 

Dallas, Tex Ho 3.6 ..9 $22,006 s26 14s ' 
Davenport, la S04 0.1 1.5 160,286 146,370 

Davyvton, © 754 +45 1.1 225,288 245,042 

Denver, Colo 1,357,227 7.5 7.9 176,571 152,820 

Des Moines la SYS 516 3.4 Lee | 86,281 132,113 ' 

Detroit, Mich 11,542,171 + 18.1 4.5 303,781 SOU SON 2 ‘ 

Kl Paso, Tex , 6,189,786 7.1 3.4 198,534 202,129 1.4 

Erie, Pa 207,870 5,591,124 ven) 1.7 159,810 1H4,444 2 & 
Evansville, Ind 7,167,034 6,932.53 1.1 2.2 195,846 196,784 a 
Fall River, Mass.. 1882,513 1,968,520 +85 1.7 54,474 6.482 Ss 

Flint, Mich 4,055,408 4,809,132 29.1 S.u 145,950 167,524 14s 

Fort Wayne, Ind 6,301,393 6,212,944 + 2.6 4.1 202,636 193,169 ; 
Gary, Ind 3,: $3,426,559 $11.7 8.5 84,882 41,098 : 
Grand Rapids, Mich » O12 066 5,067,076 +1 4.0) 128,S14 132,664 reg 
(ireenville, SS. © : 3,678,504 $3,814,556 16.3 12.1 111,600 125,417 12.4 20 
Houston, Tex 4 TOO.876 9,950,416 14.0 11.2 280,140 54,536 24.6 Boma 
Huntington, W Va 4,221,507 1.383,396 + 16.4 12.1 113,606 144,900 24 8 ta 
Indianapolis, [ned 8,158,346 541.516 + 12.4 7.9 233,156 277,63 l stg 
Jacksonville, Fla »,031,162 o,300,922 + 14.4 7.5 4,33 165,900 ‘ Suc 
Jersey City, N. J. 1,229,222 1,278,472 + 3.5 5 73% 30,161 Bro 
Kansas City, Kan 1,605,744 1,516,123 + 12.3 18.4 vey 93,89 itic 
Knoxville, Tenn >, S87,349 6,221,004 O38 o.4 a 178,93 t oro 
Little Rock, Ark 394,610 +,378,828 : + 1.9 + 2.2 rs 190,204 t 

Los Angeles, Calif IS.571,859 14,637,092 ! + 6.2 1.6 7 406.54 0 cod 
lLauisville, Ky S181, 207 8,416,674 + 4.1 1.2 5S 221,541 i ne; 
Lynn, Mass 1.601, 856 16868.054 13.8 Da 22 142.086 pro 
Manchester, N. H 2,165,519 2,876,002 24.8 60 28 70,260 2 rat 
Memphis, Tenn 6,609,330 6,930,238 16.6 11.2 6S 225,764 : the 
Miami, Fla 8,2 : 8,126,682 7.1 N.7 $41 141,818 1 - 
Milwatikee, Wis 5.636 8.245.435 1.6 “6 407 219.250 . ml, 
“Minneapolis, Minn 7,767,309 7,931,674 7.6 " 20.99% LOU, 505 are 
Moline-Rock Island, HL 5,008,010 1,893,266 0.5 1.8 159,796 145,054 8 Rac 
Nassau County, L. 1 1,400,309 1527,4538 + O.0 7 425 1H.52% ‘ 
New Bedford, Mass 1,842,008 1,832.33 2,041,102 10.8 11.4 MW 4S6 458 ‘ 
New Tiaven, Conn 5,326,678 » 404,210 »,666,458 6.4 " 150,612 163,744 S S 
New Orleans, La 10,819,390 11, 367.063 11773050 X_N + 3. 20,501 $0.27 b. eg 
New York, N. Y 33,907,870 3: 7.4038 33,120,411 2.3 2 764,547 HY3B,553 " a 
Brooklyn, N.Y 2 O55, 884 : 448 2 O52. 326 10.6 12.3 2.602 17.627 ' Bro 
Norfolk Va 986,384 1,636,792 6.044, 836 9.2 + 7.2 171,402 196.476 i! len 
Oukland, Calif 1,277,613 4.644.119 »LOT,518 18.4 lo 195,130 177,097 star 
"Oklahoma City, Okla % 5,385,170 1,596,458 g5.8 14.6 129,560 132,398 - ep 
Omaha Neb 3 3.413.105 , IS 896 . a + 3.1 GO048 44.024 } 

Peoria, Tl i 6,288,753 6, S08 333 15.4 3 146,706 174,244 S or 
Philadelphia, Da 15,880.15 16,565,104 “7 1.0) 25,014 23,888 ’ ate 
Phoenix, Ariz $348,022 1.776.016 1.6 “oN 155.988 168.126 fte 
Pittsburgh, Pa 11,820.580 12,465,194 0.2 5.4 R24,.856 208.910 ‘ sen 
Porthind, Ore 7,427,737 6 a4 3.6 11.6 236,530 216,008 8 sh 
Reading, Va »N832.647 " 74 11.0 HLS 143.822 170,20 ‘ ty 
Richmond, Va r 4.538 7.460.194 5.8 10 220 500 221,564 AS 
Rochester N \ SSS4.686 5.492 BRS 3.7 1.2 250.648 267.236 T 
Rockford Il 1.738.678 12 so 144,886 130,404 ea 
Sacramento, Calif 1841.914 , 0 $.S 142.450 144.130 le 
San Antonio, Tex 1.198.165 24S 19.1 131,183 117,744 

San Diene Calif 7.678.79 one ] { 1N_N 290 486 223.328 — 
Seattle Wash ' 4.500 612 35.8 176,17¢ 170.674 

South Bend Ina 5.148.621 24.2 1.1 80.231 So, cee F 
‘Spokane Wash 14.456 s 10 1 34.232 115.234 

st Louis Me 10,504.56 ] ole ra 1S gO. 240 o¢ » ly 
St Paul Minn 6,103,290 6.151.566 7.4 wes 159.398 146 r $4 
Syracuse, N. \¥ 4.122.447 1.219.961 1 2.4 119,805 111,979 a 
Tacoma Wash HTS 084 B.S65,7%4 11.4 1 LOL. S60 104,384 ber 
Tampa la 8.917.228 1.792.108 29.3 112.952 94.524 

Toronto, Ont «at 1.672.740 8.945.235 11.8 rf 942 993 Th 

Troy N \ 2,528,110 2.5038 ,914 +4 1 HS.N04 Ho oe 

Tulsa, Okla 261,578 23.902 1.4 ” 150.908 166.7% 

Washington, DD. © 19,719,734 19, 9NS8,182 11 ‘ 623,26 1,28 iis 
Youngstown, ©) 4,387.75 $450.54 tS73.48¢ 4-9 ' 147.52 1] 6s r 

Total 8,626,822 72,571,924 SO,112.808 ‘ 1 16.030,778 15,819,437 | 
1 Akron Times-Press discontinued Aug. 28, 1958 ' St. Paul Daily News discontinued April 
2 Linage of Daily American combined with Record 10 San Diego Sun suspended publication Nov 


Buffalo Times discontinued Aug. 1, 


4 Chicago Herald & Exam 
5 Milwaukee News discontinued Jan 
6 Oklahoma News discontinued Feb 
7 News-Times discontinued Dec. 28 


193%. 


discontinued Aug 


14, 1939 
24, 1939 


1938 


S Spokane Press discontinued March 18, 1939 


28, 1929 


11 Atlanta Georgian and Sunday American ce: 
lication Dex 17, 1939 

12 Linage of Syracuse Journal combined 

13 Minneapolis Star and Journal 

14 Retailers strike 


merged Aug 
cnused temporary Suse 
advertising 


ee 


WCAP, WBRB Name Forjoe 


Forjoe & Company has been ap- 
pointed exclusive national repre- 
sentative of WCAP, Asbury Park, 
N. J.. and WBRB, Red Bank, N. J. 


“Register” Appoints 


State 


The 


Springfield, 
Rothenburg & Jann as national ad- 
vertising representative. 


Illinois 
has a 


WMT Sponsors Televis 9" 
Register, WMT, Waterloo and : 
ppointed Noee, Rapids, Ia., is sponsoring © 
television exhibit in Iowa 
Cedar Rapids All-Iowa Fa! 
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BROADCASTERS PLEDGE UNSWERVING ALLEGIANCE TO FLAG 


FCC Chairman Fly, NAB President Miller and the entire convention at San Francisco renew patriotism at stirring cere- 
mony at the Monday luncheon as guard of honor brings national colors into room. 


Turns Stern Face to 
Foes of Country and 
of Advertising 


(Continued from Page 1) 
registrants, in contrast to the 200 or 
300 anticipated, approved every 
major proposal and action set be- 
fore it without perceptible dissent. 
Such action included operation of 
Broadcast Music, Inc., and continu- 
ation of the fight on ASCAP; ap- 
proval of the operation of the NAB 
code; approval of the plan for unit 
neasurement of radio volume; ap- 
proval of the work of the adminis- 
trative staff, and of the activities of 
the committees and directo.’s, not 
nly of NAB itself, but of such kin- 
lred organizations as Independent 
Radio Network Affiliates. 


Swarm Into BMI 


Such unanimity of opinion with 
regard to the practical value of 
Broadcast Music, Inc., was in evi- 
lence at the convention that a con- 
stant stream of bulletins was issued 
eporting the addition of new sta- 
tions to the membership roster. The 
atest figure released late yesterday 
fternoon was 354 stations, repre~ 
senting 85 per cent of the dollar 
lume of fees heretofore paid to 
ASCAP. 

The resolutions committee, 
eaded by H. K. Carpenter, WHK, 
leveland, secured similar unani- 


with your 


FRE E first Order 


“# and Brush FREE with your first order 
5S Artist Rubber Cement. Nationally 
wed, 3 q ades: Light, Medium, Heavy. $2.75. 
pw gel postpaid. For Friskets use S$ $ Spe- 
cial Frisket Cement, $3.50 per gel 


UBBER CEMENT CO. | 


38 No Halsted St. CHICAGO, ILL 
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Own, Nation's Problems 
Weld NAB into Unity 


mous passage of 12 resolutions, in 
which thanks were bestowed on 
those who participated in any way 
in the convention, the acts of the 
administrative staff and of the of- 
ficers during the past year were ap- 
proved, and appreciation was ex- 
pressed to the Radio Council on 
Children’s Programs for its help in 
creating understanding and cooper- 
ation between parents and teacher 
groups and the broadcasting indus- 
try on the matter of children’s 
programs. The work accomplished 
under the code of ethics and by 
BMI was also commended. 

On the subject of confidence in 
advertising, the resolutions commit- 
tee had this to say: 

“The National Association § of 
Broadcasters joins with other ad- 
vertising media, and organizations 
interested in advertising, in the 
presentation of a united front to 
cement public confidence in adver- 
tising. We join with others in urg- 
ing that each branch of advertising 
exercise self-restraint, good judg- 
ment and tolerance in its attitude 
toward other advertising interests 
and media.” 


Pride in Contributions 


Another resolution 
action of the 
tion of 


endorsed the 
Advertising Federa- 
America in adopting the 
theme, “Advertising’s contribution 
to the American way of living,” for 
its recent convention, and joined 
with that organization in urging 
“advertising men and women 
everywhere to respect and take 
pride in the contribution of good 
advertising to the American way of 
living, that by the quality and sin- 
cerity of their work they may add 
daily to the value of this contribu- 
tion, and thus help to safeguard it 
permanent part of American 


as a 


NEW PROSPECTS may be 
| found in NEW MAILING LISTS 


dditional lines of business or trade outlets for YOUR goods or services, 


| For 
omsult our 1940 Mailing List catalog. 
Mate counts. from. 
tal counts for a group of states. 
tan) ways. from making plans, 


Ts. 


to choose 


» doing your multigraphing. 
‘une required for an effective. 
"000 pieces of mail. 

No job too 


TRADE CIRCULAR 


wet. AA. 2 


Will gladly 
and tell you how we 
writing copy. 
addressing and 
quick job of sales promotion. 


small--or too 
What do vou wish to have done? 


27 South Market Street 


Over 6000 classifications, with approx- 
assist in making selections, give 
can serve you in 
printing letterheads and fold- 
mailing—in fact. every- 
Daily capacity, 


large. 
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Chicago. Hl. 


pay ed Ae 


business.” 

Another resolution called for the 
organization of an Advisory Radio 
Committee on National Defense, 
which is instructed to advise the 
President of the United States, as 
well as the Secretaries of War and 
Navy and the chairman of the Fed- 
eral Communications Commission, 
“of the desire and purpose of the 
American radio broadcasting indus- 
try to cooperate fully in the organi- 
zation of defense plans.” The 
committee was also instructed to 
make a survey of the industry to 
determine requirements’ in the 
event of national emergency, and 
qualifications of all employes for 
defense service. 

The final resolution dealt 
the American way of living, and 
pledged the industry to work for 
its presevation, as well as to safe- 
guard the unity and morale of the 
American people. 


Elects New Directors 


with 


Having voted to amend its by- 
laws to provide for a total of 26 di- 
rectors instead of the former 23, 


with the three additional directors 
designated as network directors, 
and one each representing NBC, 


CBS and Mutual, the NAB added 
the following network directors to 
its board: 
Columbia Broadcasting Company 
Edwin Klauber, executive vice- 
president. 


Mutual Broadcasting System 
Fred Weber, general manager. 
National Broadcasting System 


Frank M. Russell, 
Harold Hough, 


vice-president. 
WBAP, Ft. Worth, 
Tex., was re-elected a director at 
large representing large stations, 
and Mark Ethridge, FHAS, Louis- 
ville, was also elected in this divi- 
sion, taking the place of Mr. Rus- 
sell, named to represent NBC. 
George W. Norton, Jr., WAVE, 
Louisville, was re-elected a director 


at large representing medium sta- 
tions, the other director in this di- 
vision being Don Searle, KOIL, 
Omaha, who replaces Don S. Elias, 
WWNC, Asheville, N. C 

In the small station group Harry 
R. Spence, KXRO, Aberdeen, 
Wash., and John Elmer, WCBM, 


Baltimore, were re-elected. 

The other 17 directors, each rep- 
resenting one of the 17 districts into 
which the association is divided, are 
elected at district meetings held 
throughout the year. 


Opens Door to Others 


In addition to the change in the 


by-laws increasing the membership 


of the board from 23 to 26, the as- 
sociation also adopted an amend- 
ment widening the membership 


requirement so that FM broadcast- 
ers, television stations and others 
may now join the organization. The 
revised section now reads: 

“Any individual, firm or corpora- 


| tion engaged in the operation of a 


radio broadcasting 
the United States or its dependen- 
cies shall be eligible to active 
membership in the association to 
the extent of one membership for 


station within 


each radio broadcasting | station 
which it operates. The term ‘radio 
broadcasting’ as used herein is de- 


fined as the free dissemination to 
the general public, by means of 
electro-magnetic waves, of intelli- 
gence and entertainment appealing 
either to the aural or 
or both.” 

In’ his annual report starting the 
convention off Monday morning, 
President Neville Miller revealed a 
gain in membership during the past 
year from 427 to 462 in the associa- 
tion, and a constantly growing feel- 


visual senses 


ing of solidarity within the indus- 
| try. 
On the matter of legislation he 


declared that the Johnson bill pro- 
hibiting the advertising of alcoholic 
beverages on the air and_ the 
Thomas resolution for adherence to 
the International Copyright Union 
were the two major threats during 
the current session of Congress, but 
that neither of these, “nor any other 
legislation adversely affecting 
broadcasters,” was enacted. 


Must Take Offensive 


However, he said, “radio must 
not be content to fight a purely de- 
fensive legislative battle. We must 
take the initiative. The present 
copyright law was passed in 1909 
and has many antiquated provi- 
such as the statutory mini- 
mum damage provision. The law 
should be revised and_ brought 
down to date. 

“The libel law as it 
broadcasters is 


S1ons, 


applies to 


Broadcasters should either be given 
the right to eliminate libelous mat- 
ter, or they should be exempted 
from liability. The decision in 
Summit Hotel vs. Jolson, in which 
case the NAB was represented by 
special counsel, was a decision fa- 
vorable to broadcasters and a step 
in the right direction, but many 
phases of the subject justify further 
study, to the end that this trouble- 
some question may be _ correctly 
solved. 

“The present conception of the 
functions of administrative agencies 
leaves much to be desired. Grant- 
ing that administrative agencies 
should exist for the testing of the 
courts, certainly some _ procedure 
should exist fo the testing of the 
legality of an agency's rules and 
regulations, without requiring the 
applicant to first violate them. 


Separation of Powers 


“In all quasi-judicial proceedings 
before the FCC, we believe that 
there should be an opportunity for 
facts to be judicially found by an 
independent examiner or some in- 
dependent quasi-judicial or judicial 
tribunal. Some such separation of 
the powers of the Commission as 
recommended by the President's 
committee on administrative proce- 
dure would be an acceptable solu- 
tion. In particular, in those 
which involve revocation or a fail- 
ure to renew broadcast licenses, and 
where the licensee’s entire business 
is at stake, we have urged that 
there be provided a separate judi- 
cial determination of the 
well as the law.” 

Mr. Miller’s report, in 
to discussing the 


cases 


facts as 


addition 
many types of ac- 
tivity in which the NAB is en- 
gaged, devoted considerable atten- 
tion to the music situation, and in 
common with talks by scores of 
NAB members, won ringing ap- 
plause from the audience with the 
assertion that the industry will not 
accept the new ASCAP terms, and 
that “San Francisco is to be no 
Munich! We are in this fight to 
win!” 

The secretary-treasurer’s report, 
submitted by C. E. Arney, Jr., as- 
sistant to the president, showed that 


54 per cent of all stations—-commer- 


cial, non-commercial and_ those 
with construction permits—are now 
members of the NAB, while 59 per 
i... Ws 
gee a 


;}and air 


unsatisfactory. | 


cent of commercial stations are 
members. In the group which has 
network affiliation, 72 per cent are 


NAB members, and in the inde- 
pendent group 44 per cent are 
members. 

The address of FCC Chairman 


James L. Fly at the Monday lunch- 
eon is reported in detail elsewhere 
in this issue, as are the Monday 
afternoon group meetings, at which 
separate discussions were held by 
National Independent Broadcasters, 
Independent Radio Network Affili- 


ates, and the National Sales Man- 
agers group. Separate sessions 
were also held by clear channel, 


regional 
groups. 


station, and local station 


Needs of Defense 


Col. Louis Johnson, former As- 
sistant Secretary of War, addressed 
the Tuesday luncheon, urging the 
broadcasting industry to do all in 
its power to promote and foster na- 
tional unity. National defense, 
Col. Johnson said, consists not only 
of building up a strong army, navy 
force, with industry geared 
to supply these forces, “but also a 
united nation, a nation spiritually 
aroused to its grave responsibilities 


}and ready at all costs to work for a 


common end.” 
“You broadcasters of America,” 
(Continued on Next Page) 


USE PRINTING 
FAITHORN 
3-in-l Service 


Faithorn is built upon the founda- 
tion of offering a superior service 
to advertisers and advertising 
agencies... Not only is this 
evident in the finished work, but 
also in price and actual time 
saved .. . Faithorn 3-in-l serv- 
ice offers typography, engrav- 
ing and printing—all under 
ONE roof . . . The saving of 
TIME alone avoids your chas- 
ing the rainbows of discon- 
nected suppliers whose respon- 
sibility is limited to the work they 
do... You will be pleased with 
FAITHORN SERVICE. On that next 
job try us and note the difference. 
Simply phone Wabash 7820. 


For many years 
Finchley has 
used FAITHORN 
3-in-one complete 
service. You, too, 
can now enjoy its 
many advantages. 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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NAB Is Welded 
Into Unity 
by Emergency 


(Continued from Preceding Page) 


he said, ““who are expert phrase and 
slogan makers, I urge you to coin a 
national motto to keep constantly 
before the American people as a re- 
minder every day, in every way, of 
the necessity for national team- 
work. In your bulletins, in your 
advertising script, when you open 
your program and when you sign 
off, let there come forth an urgent 
and effective appeal to all Ameri- 
cans for national unity.” 

A description of the operation of 


the Audimeter, a device for meas- 
uring radio audiences, was pre- 
sented to the broadcasters Tuesday 
afternoon by A. C. Nielsen, presi- 
dent, A. C. Nielsen Company, Chi- 
cago, along with some of the facts 
unearthed 
tion of the device in the Middle 
West during a two-year period. 
Tuesday evening a special ses- 


sion, devoted to the technical as- | : 
| John E. Drewry, dean of the Henry awards will cover activity during 


pects of television, was held, and 


a similar session on FM was held | 


Wednesday afternoon, presided over 
by John Shepard III, Yankee Net- 
work, Boston. 

A discussion of special events 
broadcasting Wednesday was pre- 
sided over by Mark Ethridge, 
WHAS, Louisville, with participants 
including Herbert Hollister, KFBI, 


in experimental opera- | 


| Wichita; A. A. Schecter, Paul White | service rendered by each of three 
/and Van C. Newkirk, special events | American radio stations (one each 
|directors for NBC, CBS and Don 


in the local, regional and national 
groups), and also by a national 
| broadcasting chain.” 
Reports New Awards | The awards will be announced 
Announcement of the establish- | and bestowed publicly by the re- 
ment of the George Foster Peabody | gents of the University System of 
Radio Awards, comparable to the | Georgia, upon recommendation of 
Pulitzer prizes in the field of jour- an advisory board of 12 which has 
nalism, was made Wednesday by | not yet been completed. The first 


Lee-Mutual, respectively. 


| 


W. Grady School of Journalism of | the calendar year 1940, with the} 
‘the University of Georgia. 


|closing date for nominations Jan. 
Inspired by Lambdin Kay, direc- 15, 1941. Thereafter the awards 
tor of public service for WSB, At- | will be made annually. 
lanta, the awards have been set up | Preceding the convention proper, 
through the university and the) which wound up last night with a 
school of journalism in conjunction | gala banquet at the exposition on 
with the NAB “for the most disin- | Treasure Island, early arrivals par- 
terested and meritorious public| ticipated in a nation-wide tribute 


Count the Counties 


Sack ‘em up vertically or lay ‘em end to end, there are still a lot of 


counties in the Omaha Market. 


And it takes a lot of coverage to do a 


thorough selling job in this rich corn-and-livestock region. 


Alert radio time buyers demand effective coverage of the entire market— 


259 counties in six states—and get it through a single station, WOW. 


WOW provides advertisers more impacts, in more counties, with more 


spendable income, than any other station in the market. 


IF YOU WANT 


THE OMAHA MARKET, YOU WANT WOW! 


RADIO 


STATION 


5.000 Watts Day and Night on 
590 KC Covers the Omaha Market 


..+ John 
.. Owned 
and Operated by the Woodmen of 


John J. Gillin, Jr... Manager 
Blair Co., Representatives . 


the World Life Insurance Society .. | 


Write for Comprehensive 


and Maps. 


Surveys 


OMAHA. NEBRASKA 
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August 12, 1949 


to radio originating at the Ney 
York and San Francisco fairs, a: 
which a suitable plaque was pre- 
sented to the industry. Participat- 
|}ing at the ceremonies here, where 
the plaque was presented, were 
President Neville Miller, Fcc 
chairman Fly, and Stephen Early. 
‘secretary to President Roosevelt. 


Makes Coincidental Check 


A coincidental telephone survey 
to determine interest in the accom- 
panying broadcast, made under the 
|}auspices of C. E. Hooper, Inc., and 
| NBC, showed 20.1 per cent of th« 
|country’s radio homes tuned in on 
|the program, with a high of 21.9 
|per cent in Eastern homes, wher: 
|the program was heard at the most 
favorable listening hour. The 
|check consisted of 10,500 telephon 
|calls during the hour program, said 
| to be one of the largest coincidenta| 
‘samples ever taken during a single 

rogram. 


British Plan 
French Paper 


for Refugees 


London, England, Aug. 8.—With 
a Polish daily newspaper already 
|started for Polish refugees on Eng- 
lish soil, a French daily will appear 
|in the immediate future. The latter 
|will be subsidized by the British 
Government, but every effort wil! 
be extended to make it self-support- 
ing. The probable circulation is 
, 50,000. 

ziennik Polski recently appeared 
as a four-page daily, with an initial 
circulation of about 8,000. Whether 
jor not it is a private venture o: 
/supported by the British Govern- 
;ment is unknown. The latter is 
| probable, as authorities feel it neces- 
jsary to keep the Poles provided 
with news in their own language 

Only urgent need would cause the 
British to authorize new dailies. 
Most of the regular London papers 
are down to six pages and the short- 
age of paper and man-power is 
|causing many magazines to consider 
abandoning their regular formats in 
‘favor of pocket-size editions for 
|““the duration.” 


| a 
Vancouver Halts Sunday 
Sale of “Seattle P. I.” 


| Sale of the early Sunday evening 
‘edition of the Seattle Press-Intelli- 
gencer on the streets of Vancouver, 
B. C., has now been voluntarily 
| stopped. Following a complaint 
|lodged with Mayor Telford, His 
| Worship applied to the provincial 
| attorney-general for a fiat to prose- 
|cute under the Lord’s Day Act 
| which forbids sale of foreign news- 
| papers on the streets in Canada on 
| Sunday. 
| C. Wood, agent in Vancouver for 
| the Seattle paper, met the Vancou- 
| ver Chief of Police and an agree- 
|ment was entered into whereby the 
Seattle Press-Intelligencer would 
|refrain from selling the paper in 
/ Vancouver on Sunday evenings in 
| the future. 


Travel Guide Issued 


| Ahrens Publishing Company, New 
/York, has issued the summer edi- 
ition of its “Travel America Guide 
jand Hotel Directory.” A new addi- 
|tion is a 32-page section of travel 
\information, conveniently classified 
for reference use by travelers. The 
|book sells for 50 cents. 


Miller to WTOL 


Allan H. Miller, formerly with 
| United Studio, Detroit, has been 
| appointed production manager of 
WTOL, Toledo, succeeding the late 
| Herbert C. Gilliland. 


| HUNTING & FISHING 
NATIONAL SPORTSMAN 


700.000 ABC GUARANTEED 
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" TWO SALESMEN 
C WHO DON'T SELL 
y, 
y 
l- 
1e 
1d 
1€ 
nm 
G 
re 
he . ; 
a Herbert Hollister, ar gon 
1¢ er ., is tound | 
tal Wichita, eh George Norton, agen ; 
sé commu WAVE Louisville. This trio, demonstrating that conventions are not devoid of humorous moments, 
‘ is made up of John Elmer, WCBM, Baltimore, former NAB president; Neville 
Miller, current chieftain of the broadcasters, and H. K. Carpenter, presiding 
genius at Station WHK, Cleveland. 
“RABBIT-EARS" ELMER... 
listens to all the hard luck stories pros- 
pects pass out. Just let someone whis- 
per that business is bad, and Elmer is 
ith all ears. The only thing he can't hear 
idy J is his name when they call off the com- 
ng- [) pany'’s leaders . . . it isn't there! 
ear 
iter 
ish 
vill or NSN 
yrt- ' 
Is _ 

The Middle West, Northwest, South and Southwest are represented by this This purposeful group of NAB directors embraces such association wheel-horses 
red group of directors. Left to right, Don S. Elias, Station WMNC, Asheville, N. C.; as Paul W. Morency, WTIC, Hartford, Conn.; Howard Lane, KFBK, Sacramento, 
itial Earl H. Gammons, WCCO, Minneapolis; John E. Fetzger, WKZO, Kalamazoo, Cal.; J. H. Ryan, WSPD, Toledo, and Harry R. Spence, KXRO, Aberdeen, Wash. 
ther Mich., and O. L. (Ted) Taylor, KGNC, Amarillo, Texas. 

. OF 
rnc 
rs 61S 
ces- 
ided 
e 
» the 
ilies. | 
pers 
1ort- 
r is 
sider “BIG-HEAD" OSCAR... 
ts in 
for _ knows all about selling, why prices are 


so high, how conditions could be im- 
B proved, why prospects put off buying, 
what's wrong with what he's selling—the 


tY | pos Bnd ag or Pg? ia - Edwin W. Craig, WSM, Nashville (standing) goes into a huddle with Frank M. This animated group comprises John A. Kennedy, WBLK, Clarksburg, W. Va.; 
" 7 Russell, vice-president, NBC, Washington, D. C. Clifford M. Chafey, WEEU, President Miller, of the NAB; Donald W. Thornburgh, coast vice-president for 

‘ B Candid Snapshots, Published by Belnap & Reading, Pa., is momentarily deserted as John J. Gillin Jr. WOW, Omaha, Columbia Broadcasting System; C. W. Myers, KOIN, Portland, Ore., and John 

ellie mpson, Chicago gets confidential with Col. Harry C. Wilder, WSXR, Syracuse, N. Y. Elmer, WCBM, Baltimore, who looks extremely serious. 

uver, 

tarily 


jlaint BROADCASTER SIGNS UP WITH NAB BROADCASTING INDUSTRY WINS RECOGNITION FOR PUBLIC SERVICE 
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“vis Wasmer, KHQ and KGA, Spokane, joins the association and receives the 
plaudits of Paul Peter, NAB research director. 


President Miller of NAB accepts plaque at Treasure Island Saturday in conjunction with coast-to-coast broadcast for New 


Sc York and San Francisco fairs. Stephen Early, secretary to President Roosevelt (next to plaque), made the presentation. 

.s ; e FCC Chairman Fly looks on and Scouts stand at attention. The nation-wide tribute to radio preceded the convention of 

the National Association of Broadcasters and it proved a fitting ceremony with which to launch the NAB on its program 

ester ie inasmuch as so much was considered of particularly great import to the industry as @ whole. That the listening public 
considered the award of the plaque and its accompanying program of talks as something of first importance was indi- 


cated by a telephone survey made by C. E. Hooper, Inc., showing that 20.1°/, of the country's radio homes were tuned in. 
The check was made by 10,500 telephone calls while the program was on the air. 
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32 ADVERTISING AGE 


August 12, 1949 


Nearly 20,000,000 people will read 


——— 


this issue of this magazine! 


-™ SINGLE ISSUE, the number of people 
who actually get inside the covers of LIFE 
totals nearly 20,000,000" ... 


More people than have ever before been exposed 
each week to the pages of any magazine! 


Truly, a major sensation of publishing his- 
tory. But a quite understandable one. For 
LIFE is real—in a vivid, penetrating, and 
stimulating way that is the attribute of its 


and read. And those who do buy, cheerfully pay 
out twice as much for LIFE as for any other weekly. 


This phenomenally large and avid audi- 
ence naturally constitutes the most potent 
magazine market in America. 


*Scientifically established and reported in LIFE's Continuing 
Study of Magazine Audiences. Latest findings, for instance: 


Mogaozine Circulation Audience 


AMER 649 
LOTOR IAL 


M057 POTENT 


™ : fies . A ” 
‘ own picture-and-word editorial technique. COLLIER'S . . . . 2,931,708 . . . . 15,800,000 ORCE 
: ; ; LIBERTY. . . . . 2,590,410... 14,000,000 
. n > 
Because LIFE’s new-age journalism presents re we. ..... 2,887,798... 19,900,000 


ality to a fact-hungry world with vigor and clarity, 
it is not only purchased by many millions—it is 
also passed on to many more millions to see 


ave 
it 
it 
“> 
¥ 
Coa 


SATEVEPOST . . . 3,298,375 . . . . 13,200,000 


Circulation figures from Publishers’ Statements — 
3 Months Ending March, 1940, net paid excluding bulk, 
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